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SPRING and 


SUMMER 1938 SETS A 


new HIGH in DISPLAY SHOWMAN- 


Pe ewes 


$8--CREEPING IVY 
(Lithographed) 


451” x 1614’ (approx.)—4 repeats to 
a roll 


A cleverly conceived display item 
- - one that will prove a highly ef- 
fective and dramatic “stage” setting 
for a variety of window or store 
merchandise arrangements. 


Packed in individual corrugated 
cartons. 
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Here are four “high spots" from a line which seems destined to set a 


new standard in the fine art of display. The new line is comprehensive, 


varied, artistic and replete with ideas which will insure liveliness, color 


and a striking attractiveness to your display ideas. It will help to feature 
merchandise as it should be featured. It will further establish EXCELSIOR 
as an important source for display aids. (Send for new GLOSSIROLL 


BOOKLET.) 


EXCELSIOR PAPER 


avpress vert. “0” SPECIALTIES CO., Inc. 


640 WEST 57TH STREET 
NE W YOR K 53s ¥ 


Packed in individual corrugated cartons. 


S7—EASTER PARADE (Lithographed) 


20” x 30’ 


Easter and Spring are joyfully symbolized in this gay and 
good-humored corrugated display. 
frolicsome, jaunty bunnies will add zest to your displays. 
The scene is repeated ten times making the length ap- 
proximately 30’, 


The parade of the 







LITHOGRAPHED in four colors. 
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S6—WATER AND BOAT SCENE (Lithographei)§ 


451,” x 1614’ (approx.)—4 repeats to a roll 


A popular outdoor sport imaginatively treated and wil 
adapted to modern display needs .. . responds beautifull 
and effectively to all manner of lighting. A very soothin =} 
effect with its shadings of green, blending with whit. 
Also available in BLUE. 


Packed in individual corrugated cartons. 


S6G—Boat scene in Green 
S6B—Boat scene in Blue 





manc 
SSS1—EASTER DISPLAY direc 
30” x 60” there 
Springtime again! Here’s a delightful outdoor symphony not 
colorful, laugh-provoking and altogether timely and fittitt the 
Can be used with or without corrugated columns. Sal 
screened in four colors on a HEAVY BOARD with a he! ales 
corrugated backing. Goo. 


Packed in individual corrugated cartons. 
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"Rapidly rising expenses are going to make 
it necessary in 1938 for profit-minded stores to 
increase efficiency in every branch of the busi- 
ness. Display—as a major phase of the retail 
sales promotion activity—will be asked by store 
managements to make a real contribution in this 
direction in 1938, and all of us must admit 
there's plenty of room for improvement. Let's 
not argue this point—let's get busy improving 
the display activity."—Thomas Robb, manager, 
Sales Promotion Division, National Retail Dry 
Goods Association. 


OUR NEXT ISSUE 


Among the twenty or more articles and features 
in the April issue of DISPLAY WORLD will be 
another group of photographs showing the latest 
trends of New York City display, with an inter- 
esting and complete discussion by Kathleen 
Rivers on the more outstanding presentations 
along Fifth avenue . . Kiley continues his 
series of background idea sketches, there will 
be more news of the plans for the I. A. D. M. 
convention and the |. D. E. A. June exhibit—and 
L. E. Summerton discusses o new treatment for 
show cards. 


THE COVER 


The cover illustration this month shows one 
of a series of “Ports of Call" displays created 
by Dana O'Clare, Lord & Taylor, New York 
City. The materials advocated to "beat the 
heat" were cottons and fine thin silks. The win- 
dow poster, tacked to the wall of the shack with 
star-headed brads, was of parchment. Artificial 
tropical flowers spilled from the rustic basket, 
while the stalk of bananas, foliage, and thatched 
roof were in keeping with the Jamaican setting. 
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—and ACME REDI-TRIM ever keeping pace with TIME has created ent 


a corrugated paper second to none and Monarch over all. ... Yes 5 con 

it's a challenge—for with the armored features of ACME REDI-TRIM ; per 

Corrugated Paper, its Aristocratic Dominance cannot be questioned. PL 

mo 

the 

a a a F 

ACME REDI-TRIM is stronger because of the fact it is made of heavier a 

W sulphite paper stock—heavier by 50%!!! Its strength is further in- inc 
creased by the inability to remove the corrugated paper from the inte 

Y backing sheet. ... In other words it's TOUGH! . . . ACME REDI-TRIM [ 
hus a greater consistency of color. ... The corrugated paper is thor- foc: 

ws oughly saturated with the best dyes available—not merely printed tor: 
on its surface. . . . Last but not least, ACME REDI-TRIM has the oft 

te distinction of incorporating a Back-sheet designed for the displayman’s he 
convenience. .. . It includes 2 fonts of type and numerals—punctuation sigi 

oe marks—guide lines and numerous seasonal designs, all of which can hib 
be easily cut-out and mounted as necessity demands. . . . ACME squ 

REDI-TRIM can be obtained in 30-inch, 48-inch, and 60-inch widths from bui 

4? the Better Display Equipment Dealers throughout the United States and A 
/ Canada. Truly the Arisocrat of Corrugated Materials va 
mel 
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ACME REDI-TRIM division of ACME WINDOW DISPLAY SERVICE, pla: 

V Inc., will occupy booths numbers 17 and 18 at the I. A. D. M. Conven- : the 
tion at Washington, D. C., from June 26th to June 30th 4 
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ATTRACTIVE EXCLUSIVE PROPOSITIONS FOR JOBBER AND DISTRIBUTORS ... WRITE FOR DETAILS 
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Novel Displays Will Feature 
New York World’s Fair 


Hundreds of displaymen visited the Cen- 
tury of Progress at Chicago a few years 
back and gleaned display ideas which found 
expression in a thousand different ways. But 
from all indications, the New York World’s 
Fair in 1939 will be still more prolific in 
the production of display ideas which can be 
adapted by displaymen in either the national 
advertiser or retail fields. 

Based on the theme “The World of To- 
morrow,” the New York fair will be awe- 
inspiring from the standpoint of novel pres- 
entations in actual displays or hinted at in 
construction, lighting, or other forms. Space 
permits only a few examples here, but DIS- 
PLAY WORLD will continue to preview the 
most interesting exhibits and innovations as 
they develop from month to month. 

A dramatic forecast of transportation 
methods of the world of tomorrow will be 
outlined by a huge, activated focal exhibit 
including an intricate working model of the 
interplanetary rocketport of the future. 

In keeping with the theme of the fair the 
focal display will give millions of fair visi- 
tors a scientific interpretation, by actual 
moving devices and ingenious mechanical 
effects, of the possibilities of travel through 
the stratosphere to neighboring planets. De- 
signed by Raymond Loewy, the focal ex- 
hibit will take up approximately 10,000 
square feet of space in the Transportation 
building. 

Approximately 1,000 persons at a time may 
watch the presentation which leads up to 
the rocket demonstration. When this mo- 
ment arrives, illumination effects in the large 
oval room are shifted so that only glowing 
planets in the sky-like ceiling and the inter- 
planetary rocketport below are visible. Thus, 
the stage is set for transportation into the 
ether as future travelers may experience it. 
Twinkling signal lights, the hum of gigantic 
motors and the song of warning sirens in- 
dicate that the rocketship is taking on pas- 
sengers for Mars or another neighbor in the 
sky. Futuristic liners unload at the nearby 
docks, sleek trains grind to a stop, taxis 
and automobiles whisk voyagers to the spot 
and high-speed elevators rise and fall as the 
rocketship is serviced for its approaching 
trip. 

At length the moment of departure arrives. 
Lights blink frantically and warning signals 
increase their tempo; the whir of motors 
reaches a dominating pitch and finally a 
great, steel crane moves. A magnet gently 
picks up the rocketship and as the breech 


of the rocketgun opens, deposits the vehicle 
of the skyways and its passengers into the 
rocketgun. A moment of silence, a brilliant 
flash, a muffled explosion, and the rocket- 
ship seems to be winging its way into the 
ether. Over their heads, because of an in- 
vention resembling the iris diaphragm of a 
camera, persons in the audience seem to see 
the rocketship vanishing into the vast 
reaches of the night. 

The rocket display, however, is merely a 
climax representing the future in an ex- 
tended, animated presentation which also in- 
cludes the story of transportation from the 
dawn of history to the present. 

As the presentation begins, the lights will 
dim and the two compressors will start in 
motion, slowly at first, accompanied by a 
subdued beat or throb which will continue, 
steadily increasing in speed and volume, un- 
til the presentation reaches its end. Sud- 
denly the first episode in the story of trans- 
portation develops. Across the 120-foot 
width of the map-screen, hundreds of bare 
and sandal-clad feet, projected by motion 
pictures, march impressively, while the sound 
of their footfalls mingles with the beat of 
the compressors. Here is transportation in 
its most primitive form—along the footpath 
—and after the fact has been established, 
jeweled lights draw a short line on the map 
to show how far our early ancestors could 
travel in a week on their feet. 

The picture shifts and the next episode 
comes on. Galley ships with billowing sails 
surge across the map-screen. The sound 
effects are those of the sea, and after an 
interval the jeweled lights flash on the map, 
telling the audience the distance the hardy 
adventurer of early history could traverse 
in his frail ocean craft. 

The march across the map-screen changes, 
the line of jeweled lights becomes longer, 
the beat of the compressors quickens again 
and again, as man is shown discovering the 
transport possibilities of the camel, the 
wooden wheel, the chariot, and the Viking 
sail ship. This ends the early period of 
transportation and man has increased his 
conquest of distance until he can travel 350 
miles in a week. 

The middle period appears and progresses 
through the covered wagon era, the day of 
the stage coach and the pony express until 
the clipper ship jumps the distances to 1,500 
miles in a week. 

In the final, or mechanical period, progress 


speeds up tremendously with the automobile, 
the train and the modern steamship leading 
to the zeppelin and finally to the modern 
airplane which ends this portion of the pres- 
entation when the jeweled lights extend en- 
tirely across the world map, indicating that 
man may now go around the globe in a week. 

A building of nautical flavor whose en- 
trance will resemble a_ waterfront pier 
flanked by the towering prows of two gigan- 
tic superliners will house marine exhibits. 

Everything about the building will sug- 
gest the sea. Its walls will be painted vari- 
ous shades of blue, while the entrance ramp 
will simulate a gangplank. Ship railings 
will border the water, and extending along 
one wall and out over the basin will be two 
decks, one above the other. A 150-foot mast, 
gay pennants fluttering from its yard arms, 
will rise from one end of the decks. The 
twin prows will be 80 feet high, 30 feet 
higher than the nose of the Normandie, 
largest ship in the world. 

The dramatic simulation of the activities 
of a great airport is to be a dominant fea- 
ture in the Aviation building. The display 
has been designed upon a larger scale than 
ever before achieved indoors and has an en- 
tirely new and theatrical appeal to the ear 
as well as the eye. As the visitor approaches 
the awning-shaded entrance to the building 
he will immediately receive the impression 
of arriving at the administration offices of a 
major airport. In front of it, on the 6,000 
square-foot plaza, he will find “at anchor” 
one of the largest types of Clipper planes. 
Furthermore, the airiness of design of the 
building, embodying the architect’s idea of 
presenting “flight in space,” will accentuate 
the impression. 

Entering, the visitor will find himself in 
a high, wide chamber with arching roof 
rising at its far end to a height of 90 feet. 
He will immediately become aware of a per- 
sistent, familiar, but undisturbing droning as 
of the motors of a plane in the distance. At 
once his eyes will be drawn to a _ high, 
inward-curving wall more than 200 feet from 
where he stands. There, as if in flight, he 
will see a huge transport plane of the largest 
type, with propellers whirling, lights flash- 
ing, and ailerons moving as if answering the 
hand of a pilot. Upon the wall behind it, 
making almost reality out of illusion, the 
cloud forms of mid-day, the lingering colors 
of sunset, the brilliance of moonlight, will 
appear in sequence as the moving clouds are 
lost in the blue of night. 








With fresh flowers blooming in the win- 
dows—the surrealist influence persisting— 
and hurdy-gurdy and circus stunts sounding 
a gay note, spring has swept triumphantly 
into Fifth avenue displays. 

Color promotions inspired by flowers 
proved most tempting, with the actual flowers 
brought into the setting to convey spring 
freshness to the merchandise offered. Potted 
plants, too, lend a pre-Easter feeling to 
apparel and general merchandise displays, 
appearing on lattices, columns, in window 
boxes, and in many cases merely grouped in 
interesting arrangements. Artificial blos- 
soms reached new heights—both in size and 
imagination—in one instance shown almost 
ceiling high in huge pots. 

In a modified and pleasing form, surreal- 
ism continues as a display trend, lending 
elegance and charm to such themes as bird 
cages filled with flowers and plaster trees 
sprouting gay spring millinery. Whatever 
the inspiration, these imaginative settings al- 
ways draw admiring throngs. 

Recently there has been a tendency to 
utilize such familiar and commonplace 
things as dress racks, step-ladders, wheel- 
barrows, etc., as functional display units. 
In permitting casual or “scattered” treat- 
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Springs Comes To Fifth Avenue 


By KATHLEEN RIVERS 
New York City 


ments of small merchandise, this type of 
unit is especially valuable. Surprising too 
is the success of ordinary wire mesh as a 
medium offering wide possibilities to dis- 
playmen; trees, dogs, functional screens, and 
miniature Eiffel towers are but a few of the 
forms in which it has been used here. 

Period settings, lavish with baroque orna- 
ment and Victorian “props” make effective 
backgrounds for the “Gibson Girl” type of 
costume. In strong contrast to this effect 
of bygone elegance were the Schiaparelli 
inspired circus promotions, spectacular in 
color and setting. 

As a perfect background for a promotion 
of “Tweed Shop Proposals in imported Cum- 
berland Homespuns,” Display Director Tom 
Lee, Bonwit Teller & Co., Inc., uses a blown- 
up photograph of an English countryside 
scene, tinted green and sunlit in effect, as 
shown in the first illustration on page 4. 


—A touch of surrealism, though in modified 
form, was used by Sidney Ring, Saks-Fifth 
Avenue, in the display shown by the large 
illustration, while the one at the right, by 
Tom Lee for Bonwit Teller & Co., featured a 
tinted blow-up of an English rural scene. 
The dog was made of rope and wire— 
(Photos by Worsinger Window Serv., N. Y.) 
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English primrose yellow is the color featured 
in the costume and repeated in the flowers 
that dot the bank of artificial grass, display- 
ing accessories in harmonizing tones. Lend- 
ing an amusing touch to the scene is the 
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French poodle constructed of rope and wire. 
Other windows of this series feature English 
bluebell blue, Canterbury bell mauve, and 
English primrose pink. 

The second photograph shows plainly that 
sophistication sets the keynote of this ap- 
pare! window by Display Director Sidney 
Ring, Saks-Fifth Avenue, in which dramatic 
accessory colors make exciting contrast for 
a black costume. Display interest centers 
on the yellow wire parachute bird cage show- 
ing vivid accessories grouped about a crystal 
cat on the round glass shelf. The white rib- 
bon relays interest to the amusing and clev- 
erly executed wire figure, set amid grouped 
accessories—a handbag, scarves, and jewelry. 
The permanent white background is con- 





structed of layers of wood in an interesting 
curved formation and carpeting is in soft 
rust tone. 

A color promotion of “Mimosa or Navy 
Blue” for spring millinery, suggested the 
color scheme for the simple and most effec- 
tive James McCreery & Co. window at the 


top of this page. Walls are in a pink-beige 
tone with navy and yellow hat boxes trimmed 
with paper frills, ribbons, and sprays of 
mimosa, centered on the recessed _ back- 
ground panel. The circular hat bar curving 
out from the wall is in yellow with a decora- 
tive bow motif carried around the border in 
navy. This bow motif is repeated in the 
yellow metal display fixtures mounted on 
circular platforms in the same tone as the 


walls. Mrs. D. Jeter is display director for 
McCreery’s. 
Accessories, to accompany tweed suits 


shown in other windows of this Bonwit 
Teller group, are featured in the display 
shown by the small cut. Display Director 
Tom Lee shows the same background treat- 
ment—a photograph of a rural English 
Scene, also tinted in soft green. The large 
grass bank centers attention on the acces- 
sories in deeper tones of the suit colors, 
described as “spring crocodiles—perfect har- 
mony with flower-colored homespuns.” 


—Mimosa and navy blue were the featured 

colors in the McCreery window at the top 

of this page. . . . The photograph at the 

right is of a display by Tom Hanlon, Frank- 

lin Simon & Co., using a real hurdy-gurdy 
outlined in flowers— 
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“Spring is a State of Mind” is the title 
of the final window—one of a series based 
on traditional motifs of the season. An 
actual hurdy-gurdy is the theme here, painted 
in soft powder blue with arabesque, wheels, 
and handles outlined in flowers. Shiny coins 
glisten in the red-painted tambourine. The 
plaster monkey in brownish tone wears a 
most amusing straw hat complete with veil 
and flowers. His ribbon lead is held by 
the mannequin, whose dancing pose reflects 
the spirit of the setting. “The sound of a 
hurdy-gurdy makes you want to burst into 
tears” is the message, in part, on an actual 
piano roll. The musical suggestion is re- 
peated by the blue notes on white clouds on 
the background. Powder blue walls and floor 
make the setting, the floor rising to the rear 
wall to give a better view of the title out- 
lined in flowers. The entire setting is seen 
through a curved frame opening. This spec- 
tacular series was designed by Display Di- 
rector Tom Hanlon, Franklin Simon & Co. 

Among other novel and interesting Fifth 
avenue displays seen during the past few 
weeks were those of Franklin Simon & Co. 
in which hats were shown as the “fruit” of 





a plaster tree, their frivolity being con- 
trasted against enormous stylized leaves and 
an immense trunk. 

Of older vintage, but worthy of mention 
in spite of that fact, were the unique dis- 
plays with which Dana O’Clare, Lord & 
Taylor, greeted the approach of Valentine’s 
day—once more stopping throngs of pedes- 
trians much as was the case with the now- 
famous Christmas bell windows. In the 
center of each window was an elaborate 
Valentine made of stepped-back filigree 
frames in a lace design. A semi-circular 
plateau in red satin rested at the foot of the 
Valentine and bore perfumes. The windows 
in themselves were lovely, but the crowning 
touch was achieved by spraying perfume into 
the air over each window so that it was 
gently wafted to passersby, thus bringing 
them into intimate contact with the windows 
and appealing to a sense not reached by the 
ordinary display. Five different odors were 
used during each day, each having its al- 
lotted schedule of time. (The cost for the 
perfume was about $200 each day.) A com- 
plete tie-up with the theme was used on the 
interior. 




















Design is one of the most important ele- 
ments in display technique. Upon design 
depends the effective presentation of the mer- 
chandise and the selling ideas. The finest 
quality goods, the most carefully worked out 
“angle” both fall flat when a display’s design 
fails to coordinate the two into a _ well- 
balanced, attractive composition. 

The first step to be taken in planning a 
display is the creation of an idea. The mer- 
chandise to be displayed, of course, supplies 
the basis for the development of the idea. 
Suppose, for instance, that we are consider- 
ing a display of men’s suits and accessories. 
Blue is always a basic color in most men’s 
wardrobes, so we may decide to make our 
design depend on various shades of blue. 
We have shirts, suits, ties, etc., all to be 
shown together in a display window and 

*DISPLAY WORLD acknowledges with much 
gratitude the courtesy of Appareil Arts and W. L. 
Stensgaard & Associates, Inc., both of Chicago, 
in permitting the reproduction of these sketches 
from their recent publication entitled “Display In- 
spirations,” from which the above article’ by 


Findley Williams, art director for the Stensgaard 
organization, is also taken. 
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Men’s Wear Inspirations 



















again in the interior. The first move the 
designer makes is to create or develop a 
theme for blue. He may decide to use sky 
tones, Liberty blues (which have been used 
successfully in a Chicago store for two sea- 
sons), aqua blends, marine tones, and so on 
through the spectrum. 

The creation of a general color theme may 
seem rather unimportant. But it has given 
us a tool to aid us in building a presentation 
that has a specific rather than general appeal. 
Ii the display is to be arranged during the 
warmer months, common sense tells us to 
select a cool theme which will have a strong 
appeal for the over-heated passerby. We 
may logically decide to make a display 
around “marine tones.” This color auto- 
matically suggests water, boats, fishing, 
travel, and other similar activities. Marine, 
too, is suggestive of style, of masculinity. 
The sea has a universal appeal to men. 

We have proceeded, then, from a color 
chosen on the basis of the merchandise itself, 
to a more definite idea as to the character of 
the display. Our next step is likely to be 
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a further exploitation of the marine theme, 
We gather pictures of famous yachts and 
enlarge them for use in the background. A 
collection of nautical implements is secured, 
including such items as a ship’s compass, 
some rope, life preservers, and binoculars, 
These will all serve well to provide an 
authentic atmosphere for our idea. 

These, with the merchandise, are grouped 
into a simple, forceful, well-balanced design, 
The color of our goods demands a light 
background, so we choose an off-white. The 
marine photographs are handled in_ blue 
monotones and are framed with gold, 








een 



































Mounted on the background with the pic- 
tures are the words, in large cut-out let- 
ters, “Marine tones for summer.” 

The marine equipment is grouped smartly 
around the unit displays of merchandise. 
These have the value of catching the shop- 
per’s eye and drawing his attention to the 
merchandise itself. Their power to create, 
at first glance, real interest among men is 
their contribution to the display. 

Display design, like all good design, de- 
pends to a great extent upon three basic 
elements, namely, color, line, and simplicity. 

A good design should have one predomi- 
nating color, with contrasting colors used 
in small areas to complement the picture and 
create accents. Always use colors that go 
together pleasingly and colors that set off 
the merchandise to best advantage. Never 
let the display elements be more prominent 
than the merchandise. A display is only a 
setting that glorifies and presents the goods 
themselves. 

Choose colors that will best convey your 
idea. In warm weather, use cool colors such 


—Hats, shoes, neckwear, a complete ward- 
robe—ideas for each type of men's weer 
display are illustrated on these two pages. 
A complete description of the construction 
and color schemes of the displays is ar- 
pended at the end of the article— 
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as blues, greens, cold yeilows, etc., with 
yery small accents of reds and orange to 
provide contrast. By the same reasoning, 
cold weather calls for warm colors. Warm 
browns, orange, tan, and other similar 
tones with small accents of blue, green, and 
other contrasting colors are the best. 

The second element in good design is line. 
By this is meant the combination of curves 
and straight lines, rounded and flat areas, 
shelves, platforms, and various units of con- 
struction. The eye follows lines more easily 
than it does color. It tends to absorb color. 
The contour of panels and units in the win- 
dow should always be designed with lines 
leading to the merchandise and directly to 
the story to be told. A common mistake of 
disp'aymen is to mount merchandise on such 
vertical and horizontal lines and in such a 
manier as to pull the eye out of the window 
instead of forcing the attention into the dis- 
play and to the merchandise. As in color, 
the line theme should be simple. The num- 
ber of lines should be kept to a minimum. 
Saw-tooth edges are confusing and uninter- 
esting, whereas curves are soothing and 
more effective as direction-givers. Empha- 
sis on horizontal lines makes a unit appear 
short and wide; vertical lines give the same 
unit an effect of tall slenderness. 

The third element in display design law is 
simplicity. This simplicity controls the com- 
bination of color, line, and idea. The days 
of filigree, wrought iron, and gingerbread 
are definitely behind us. The smart display 
of today is the one in which are combined 
a direct idea pertaining to the use or con- 
venience of the merchandise, a simple color 
note, and a few simple properties, well de- 
signed, on which the merchandise can be 
displayed without any distracting details 
around it. 

A description follows of the six sketches 
shown with this article: 

The counter unit for neckwear is of 
simple construction and employs the cutout 
technique. The circle is of 34-inch plywood 
and can be painted a magenta shade. The 
board with the profile is of the same size 
as a shirt board. This is cut out of % ply- 
wood and finished in a light prima vera. A 
34-inch wooden dowel is fastened to the back 
of the circle, extending out to the left and 
providing a means of displaying the ties. 
The entire unit is mounted on a 1-by-6-inch 
base painted black. The copy may be painted 
in either black or white. 

Next is a display for summer neckwear. 
The unit is 60 inches high and 48 inches 
wide at the base. The panel is 30 inches 
wide. The unit can be either single or 
double faced. It is constructed of 1-by-2- 
inch lumber framework, covered with card- 
board and sprayed in lacquer finish. The 
panel is supported by two heavy cardboard 
tubes, 14 inches in diameter and 24 inches 
high. The tubes are slotted to fit the panel 
and the edge of the panel is covered with 
natural-colored rope. The heavy rope in 
the center of the panel is so fastened that 
it is possible to slip ties behind it, as shown. 

The third design is of a display presenting 
an entire college wardrobe. except for the 
duplication of accessories. Two large card- 
board tubes with plywood tops serve as dis- 
play platforms. Copy can be lettered on 
the strip across the tcp of these tubes. The 


[Continued on page 39] 
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Cosmetic Display Settings 
Must Strive For Effect 


By JULES BRODEUR 
Hudnut Sales Company, Inc., New York City 





MARCH, 1933 


The modern woman, as she sits before her 
dressing table, probably never gives 4 
thought to her ancestor who had recourse to 
rabbit’s foot and rouge pot instead o! the 
creams, powders, and ointments without 
which most women would now feel hielp- 
less. Nevertheless, the instinct of the iemi- 


nine sex to embellish itself has its roots far . 


back in antiquity. 

All of which means that lipstick, rouge, 
perfumes, powder, and all the related items 
are very much wanted merchandise, with a 
ready and permanent market. The annual 
amount spent for cosmetics is really a bit 
staggering. But in spite of this fact, it is 
still necessary for the dealer in cosmetics to 
show these wares to the best possible advan- 
tage, especially if concentration is place 
on a certain brand. 

Cosmetic display should show the mer- 
chandise in glamorous surroundings; it 
should be a bit “haute monde” without being 
high hat; it should be novel and interest- 
catching; it should be stimulating to the 
imagination, and it goes without saying that 
it must be utterly feminine. 

How we try to incorporate these principles 
in the windows of the Richard Hudnut 
Salon and‘in those of our Fifth avenue shop 
is illustrated, to a certain extent, by the two 
photographs at the left. A cascade of three 
tones of blue pailettes on blue Tusconette 
fabric, which fell from the top of a medie- 
val cone-shaped hat, made a stunning con- 
trast with the black velvet background in the 
first display. The display symbolized the 
return to elegance. The spirit of the middle 
ages was further carried out in the ruff 
which framed the head and in the effect of 
Gothic tracery which the real lace edging 
gave to the columns of different shades of 
blue. 

In the next display we attempted to in- 
terpret the rhythm shades of lipstick correct 
for use with the fashionable new pinks. The 
background of the window was an interest- 
ing contrast of dull black duvetyn and shiny 
black velvet. On the model an impression 
of the new mode for high hats was draped 
in several shades of pink velvet; a deftly 
tied scarf represented the costume. About 
this, on velvet-covered “stilts” of various 
heights, blending shades of lipsticks were 
grouped in a rhythmic arrangement. 

Other recent windows included an _ ur- 
usual setting for makeup items combined 
with new style notes and colors. In_ this 
we used cylinders of glass, set at different 
heights, each filled with a different shade of 
powder. On each glass cylinder was sketched 
the lower features of a woman’s head, some 
in profile, some three-quarters, and oihers 
full front view, but each bearing the cor- 
rect shade of lipstick to be used with the 
powder. Groups of the lipstick recommended 
were arranged around the cylinders’ |ases. 
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Following Throush 
On The Interior 


It has been said that when merchandise is 
advertised in the newspapers and receives 
backing up in the form of a good window 
display, the sales returns are around four 
times as much as if the merchandise had 
been only advertised or only displayed. The 
coordination of the two advertising mediums 
quadruples the results ordinarily obtained. 

But there is a third link in the chain— 
one that has been neglected too often in 
the past, but is becoming more prominent 
as attention is focused on it. I refer to 
interior display, and particularly to its use 
as the final step in increasing sales on arti- 
cles featured in newspaper and window dis- 
play advertising. 

Just how much good interior display— 
shops within the store, specialized treatment 
of departments, occasional dramatizations to 
tie-in with current promotions—can do to 
stimulate sales has never been determined. 
That it does have such an effect, however, 
is borne out by the records of many different 
stores where executives have seen with their 
own eyes what it can accomplish. Some 
firms have even gone so far as to create a 
new position, making one individual respon- 
sible for internal promotional work that will 
stand on its own feet—or can be used ir 
coordination with other promotional activi- 
ties. 

At Block’s we had an opportunity not so 
long ago to check the influence of interior 
display when used as the third step in get- 
ting the consumer to the merchandise, which 
in this case happened to be Chinese hand- 
kerchiefs. Now handkerchiefs, of course, 
contribute relatively little to the annual 
volume of a store and hence it is usually 
the custom to hold down the amount of 
newspaper space taken to promote their sale. 
The same rule was followed in the promo- 
tion to be discussed, the newspaper adver- 
tising being small. 

We did, however, give a prominent win- 
dow to the story, as shown in the illustra- 
tion, and devoted some attention to an inte- 
rior treatment. The coordination resulted in 
the sale of hundreds of handkerchiefs. A 
repetition of the idea was requested about 
one month later, using the same set-up. The 
second showing worked out exactly as did 
the first—a completely satisfactory volume of 
handkerchiefs was sold. 

The window was relatively simple. The 
central background was cut from wall board 
ina Chinese motif. All English words were 
lettered in Oriental style, with the back- 
8round bearing Chinese ideographs. Bam- 
boo poles at each side of the window bore 
smaller strips on which handkerchiefs were 
laid; they also supported framed pictures 
showing the handkerchiefs being made. 

Really very little was required to give 
the handkerchief department an Eastern 
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By A. J. ROEDER 
William H. Block Company, Indianapolis 


touch. Chinese prints and paintings, idols, 
and pottery were placed about the ledges. 
All counter cards were lettered in Oriental 
style. The most authentic touch of all, how- 
ever, was contributed to the atmosphere by 
the sales girls. each of them wearing a 











mandarin coat of rich, lustrous _ silk. 

The results of this little promotion were 
sufficient to convince us—although previous 
experience had rendered such proof unneces- 
sary—that an interior display tie-in with a 
given promotion is more than werth while. 





DISPLAY WORLD MARCH, 1938 MAI 


Displays To The Tune 
Of Lohengrin 
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The elements of these nine displays might 4 The 
be stated in a form resembling that of the leath 
plane geometry problems worked over so done 
assiduously during high school sophomore ‘ - tufti 
days—given: wall board, lighting, flowers, ss 7°). _ waln 
mannequins, imagination, and bridal wear. ’ oe F q prov 
To be proven: that from these factors can , - oes . | copp 
be constructed displays capable of stopping 4 € | £ Siao 
sidewalk traffic and able to give an impetus eS am rs copp 
to the sale of the merchandise on view. ec 4 . & Th 
Highlights of bridal displays by nine men LM ie e on tl 
are illustrated, with that of Laszlo Gabor, eS om ward 
Kaufmann Department Stores, Pittsburgh, yy! . Texa 
Pa., in lead-off position at the top of the -. |B , 7 \ speci 
column at the left. This display was the const 
climax of a battery of windows in which the Be . : plyoy 
modern fashions were contrasted with the twee: 
attire of primitive peoples. The background B out a 
panel pictured a Tahitian scene done in the : in oi 
strong, glowing rose, pinks, and purples of on tl 
Gauguin, the celebrated French painter who three 
did most of his best work while in the itl eee At 
South Seas. TH Fran 
Next comes a window by E. D. Whitfield, 2 Cant 
The Emporium, Jackson, Miss. The bride «. p* hatte 
stood before a reproduction of an altar. The T. ; eo nue 
“stained glass” window was made with heavy éi “ ; : ak scope 
gelatine filter material.- A local florist co- wake ft. he = nove 
operated by furnishing palms and cut flowers. Ri j ‘ Th 
The third display at the left was by H. E. we <a YS <a whit 
Lauter, Walker’s Department Store, San Fe i a : ee tone: 
Diego, Calif. The entire background was oad < , a colur 
done in a light beige tone. The center pan- YG OD Bide v cut-c 
els were cut from wall board and covered in Mec | | 6 Ae a dust 
the rear with white taffeta. In back of the GiPageeay eo | ae agair 
panels were placed three revolving disks (& ee ae. rn Bo cally 
serving as light filters. Each disk had six J _ | | © decor 
colors, and the changing tints thrown on the " r < > NI and « 
display made it unusually beautiful. The gf disk 
bride and bridesmaids (the latter not shown Ge 
in the illustration) were spotlighted. deis 
At the top of the column on the right hand next 
side of page 10 is a bridal display by James lime- 
J. Hughes, E. W. Edwards & Son, Buffalo, oe ge turqu 
N. Y. The Gothic arches, the centers of mY — “ spotl 
which were hung with artificial flowers, were ~ Se ‘. . > drop. 
made of veneer wood and painted an old 7 nf Goth 
ivory shade. The entire bridal outfit was in > maid 
moire—the bride’s gown was white, the cover 
maid-of-honor’s dress was in deep rose, and ' Th 
the two bridesmaids were garbed in peach y ao \ story 
and aqua, respectively. The background was wal ma Degn 
done in oyster white. Each mannequin was ok a oo displ, 
highlighted in the rays of a 1,000-watt spot- Pe. | ts ak time 
light. al ses f : man 
L. K. Cochran, J. Goldsmith & Sons Com- ta &: , 5 that 
pany, Memphis, Tenn., created the next dis- . nd A throu 
play, in which the bridesmaids and maid-of- . . | _ \ for h 
honor carried flower muffs instead of the "aay f i ) Bm redri 
. s , 3 ; me that : 

—Bridal displays in the loft hand column, ‘top he i 
to bottom, by: Laszlo Gabor, Kaufmann De- ° A ; trip. 
partment Stores, Pittsburgh, Pa.; E. D. Whitfield, ™ ” Me ok, F De 
The Emporium, Jackson, Miss.; H. E. Lauter, 2 ie Pe : in t 
Walker's Department Store, San Diego, Calif. see ia ad strew 
. .. In the right hand column: James J. Hughes, sas gs ee : floor, 
E. W. Edwards & Son, Buffalo, N. Y.; L. K. E bs aj unde 
Cochran, J. Goldsmith & Sons Company, Mem- F delab 
phis, Tenn.; Edward J. Perrault, Jr., The Fashion, used 


Houston, Texas— 
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—Displays on this page by K. Francis Hil- 
dreth, Stern & Mann Company, Canton, 
Ohio; George H. Wagner, J. L. Brandeis 
Company, Omaha, Neb., and Frank W. 
Degner, Rosenbaum's, Elmira, N. Y.— 


usual bouquets. A kneeling bench and two 
triple-stem candelabras, banked by ferns and 
palms, were placed just in front of the bride. 
The background was of bone-white tufted 
leatherette flanked on both sides by uprights 
done in white. Instead of using the usual 
tufting buttons on the leatherette panels, a 
walnut rod of 34-inch thickness was used and 
proved very effective. The stair rail was of 
copp:r and bone-white tubing, while the 
canopy was of bone-white with a facing of 
copper metal. 

The third display in the right hand column 
on the preceding page was the work of Ed- 
ward |. Perrault, Jr., The Fashion, Houston, 
Texa A novel feature was the use of a 
specia! panel for the background. This was 
constructed with a double thickness of white 
plyophane. Bridal veiling was inserted be- 
tweet: the plyophane sheets and then drawn 
out at the top. White gardenias were painted 
in oi! on the face of the top panel and also 
on the inner plyophane sheet, thus giving a 
three-dimensional effect. 

At the top of this page is a display by K. 
Francis Hildreth, Stern & Mann Company, 
Canton, Ohio, who recently used a complete 
battery of nine windows on Clevéland ave- 
nue in a bridal merchandise promotion. The 
scope of the promotion was something of a 
novelty for a city of Canton’s size. 

The window backgrounds were of dead 
white, with a center recessed portion in deep 
tones. The set piece in each window was a 
column covered in white satin, with a white 
cut-out halo covered in sparkling diamond 
dust around a gold candle which was braced 
against either side. These were electri- 
cally lighted. The face of the column was 
decorated with a spiral of maiden-hair fern 
and evergreen. The column rested on a 4-foot 
disk of white. 

George H. Wagner, now with J. L. Bran- 
deis Company, Omaha, Neb., designed the 
next display in which a white bridak gown, 
lime-yellow maid-of-honor gown, and_ the 
turquoise dresses of the bridesmaids were 
spotlighted against a black rayon velour 
drop. The pale yellow satin pleated on the 
Gothic half-panel repeated the color of the 
maid-of-honor gown; the base panels were 
covered with turquoise satin. 

The final display has a human interest 
story attached to it. Created by Frank W. 
Degner, Rosenbaum’s, Elmira, N. Y., the 
display was duly placed on view. A short 
time later the store received a letter from a 
man in a town sixty miles away. He wrote 
that he had seen the window while driving 
through Elmira, had returned to his home 
for his little crippled daughter and had then 
redriven the sixty miles back to Elmira so 
that she could see the display. “Her delight,” 
he wrote, “more than justified the 120-mile 
trip.” 

: Degner portrayed a church-lawn wedding 
in the display. Grass mats, carelessly 
strewn with rose petals, were placed on the 
floor, while the bride stood on a platform 
under a canopy of smilax. Wedding can- 
delabras, aisle posts, and spotlighting were 
used for further effect. 
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“The Flowers Ihat Bloom 
In the Jpring=-=" 


Perhaps no better symbol of the approach 
of spring could be found than that of flowers. 
When the majority of the shopping public 
is tired of the dull days of winter and is 
looking forward eagerly to warm weather, 
bright biooms in window and interior dis- 
plays sound a cheerful note that snaps the 
rubber band off the family bankroll so that 
spring merchandise can be bought. 

The flower motif is versatile in its appli- 
cation; it is capable of many variations, 
from the trim little nosegays used purely 
as complementary decoration, to the stylized 
type which may form an entire background. 
An infinite number of adaptations are pos- 
sible so that each displayman can work out 
exactly what he needs, with full considera- 
tion for the budget, and be assured of an 
interesting display that will carry the spirit 
of the season. 

O. D. Grimes, Palais Royal, Washington, 
D. C., selected the stylized flower to promote 


the store’s own brand—‘“Lady Washington” 
—of hosiery, with the background slogan of 
“Blossom Forth—.” <A flat-topped cone of 
hosiery at each side of the display appeared 
to serve as a base for a pastel background 
sketch of a Colonial dame busily engaged 
in watering her flowers. 

Antimo Beneduce, former display director 
for Mandel Brothers, Chicago, Ill, de- 
signed a hosiery display around artificial 
jonquils and tulips before a wall board back- 
ground made with a series of steps, on each 
of which rested a potted plant. All weights 
of the hose were shown, from heaviest serv- 
ice to gossamer for evening wear. Each 
type of hose was given a special name, such 
as “Waltz Time,” “Daytime Sheers,” “Lucky 
Seven” (for a seven-thread service weight), 
and “Silhouette.” 

Flowers were used to a minor extent only 
in the shoe display shown in the first of 
the two small illustrations. The window was 




















designed by Elmer Hall, Stevens, Fryberger 
& Co., Inc., Sheridan, Wyo., and featured a 
clock of four seasons, with the hands point- 
ing to “Spring.” Above the clock, in cut- 
out letters, were the words “Footwear of 
the Hour.” Shoes were poised on_half- 
cylinders of corrugated display material. 
Joseph L. Macfadden, Edgar’s, Brockton, 
Mass., created the clever and colorful flower 
cart used not only to give a spring atmos- 
phere to special departments of the store, 
but to sell boutonnieres and corsages. The 
cart was constructed of wall board and 
wood. The decorations for the wheels and 
body were cutouts, appliqued in place. The 
color scheme, carried out in the bright awn- 
ing, consisted of green and white. At the 
same time the cart was to be seen in Edgar's, 
Macfadden used a series of spring windows 
in which giant jonquils in each center panel 
furnished the main flower theme. 


—At the left, displays by O. D. Grimes, 
Palais Royal, Washington, D. C., and Antimo 
Beneduce, formerly display director for 
Mandel Brothers, Chicago. . . . Above, by 
Elmer Hall, Stevens, Fryberger & Co., In<., 
Sheridan, Wyo., and Joseph L. Macfadden, 
Edgar's, Brockton, Mass.— 
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—May 8, 1938, is an important date in any dis- 
playman's calendar. The large wall board "8" 
with shadowbox bearing a cut-out feminine head, 
which is silhouetted by means of a flasher light, 
tells the story. Shelves are placed in the lower 
half for small merchandise. Suggested color > uN 
scheme: orchid, green, and yellow, with sprays of \ * : 
May flowers over the top portion of the back- 
ground— 
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—This display tells a shoe story in swing style. 

The small advdncing figures are cutouts of wall 

board, covered with suedette paper in different 

harmonizing colors. The sloping platform gives 

the displayman an opportunity to show the shoes 
with a "parade" effect— 
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| —Betty Wales Shops, Inc., recently used this idea 
nd p 
nd to take care of dead space created by a pillar 
he located about 12 feet away from the glass in 
a corner of the firm's Fifth avenue store window. 
2d Mirror glass and a bent piece of 2-by-36-inch 
he brass stripping were employed to form this at- 
S, tractive shoe display— 
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—tThe stark simplicity of this penthouse roof effect, 
decorated in egg-shell white, is very striking. The 
1] city lights and modernistic buildings are painted 

! ! St on a midnight blue background. The setting is 
T= Te =n=N" eal ideal for featuring gowns, party frocks, accesso- 
i ae = ries, etc., for early spring nights. For added effect 
a light could be placed back of the wall to simu- 

late the soft glow from the street below— 
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The Iype Of Display Used 
Determines Ihe Reaction 


By GASTON CRIEL 


Gallilin, Lille, France 





The human being is a complex machine 
of nerves, sensitive to the exterior world and 
reacting to the different influences brought 
to bear on him. Each impression reczived 
by one of his senses is a stimulant. One 
simple and natural reaction to such stimu- 
lation is movement, or action. The display. 
man must influence this reaction so that it 
takes the final form of acquisition of dis- 
played merchandise. 





A display constitutes an appeal to the 
senses. The reaction is the response. The 
sight is the sense impressed, and, since the 
sensory cells are in harmony with the optic 
nerve, they receive the impression and trans- 
mit it to the muscles of the body. The 
impression is thus passed from the eye to 
the muscles. It would seem, then, that ac- 
tion would naturally follow immediately 
upon sight of the stimulating body—in this 
case, the display. 


But “superior” nerves intervene in the 
process, halting any immediate reaction in 
the form of movement. These are the nerves 
responsible for judgment and deliberation, 
and they act as a guide in the decision 
reached as a result ef the appeal of the 
display. These “superior” nerves set up a 
chain of thought in which the memory and 
association of ideas are brought into play. 
They decide between two lines of action— 
a short one, which is spontaneously based 
on emotion or instinct, and a relatively long 
one, which invites comparison and considers 
arguments, pro and con. 





Fortunately there is a display method 
which plays on the instinct for both such 
responses. I refer to the “poster technique” 
display, which requires no effort on the part 
of the passerby; which tells a synopsis of a 
lengthy story; which says everything so 
that “he who runs may read.” Poster dis- 
plays are simple to plan and execute and are 
direct in their appeal. 








That this is clear is shown in the three 
illustrations at the left. The first, for linen 
—Gallilin, by the way, specializes in linen 
and “whites’—used a wire framework to 
support a linen suit in a walking attitude. 
Three posters on the background explained, 
in one word and one drawing each, that 
linen is eminently suitable for sea, land, and 
air travel. 





The world-wide popularity and use of 


linen was shown by the second display, which JF ~ 
consisted only of a map on the background, m. 
a glass strip resting on two stacks of linen m 
boxes, and supporting the words “Le Lin” ie 
in cut-out letters. Th 

The next was for a white sale, the cut- B. 
out letters for “White” giving true poster & C. 


effect to the window. Only two small groups 
of merchandise, one at each corner o: the 
display, were shown, 
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Pian Foundation Displays Now 
To Boost Spring Volume 
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—Nearly 20 per cent of the year's total sale of foundation garments is 
made during the months of April and May. Sales on foundation gar- 
ments, profitable in themselves, can be stepped up materially by the 
use of good displays, which also serve to increase store traffic. . . . 
The displays in the top row, left to right, were by Charles Stuhre, 
B. F. Dewees, Inc., Philadelphia, and A. Tarpey, DeJong's, Evansville. 
Center row, Harry Eastham, Burdine's, Miami, and James Cummins, Fair 








Dry Goods Company, Flint, Mich. (Th's corset section has concealed 

stock on shelves behind the shadow-boxes. The six circles are 3 feet in 

diameter and the boxes have a depth of | foot. This department, inci- 

dentally, was transferred from another floor to the ready-to-wear floor and 

has shown tremendous sales increase as a result.) Bottom row, Charles 

R. Crawley, George B. Peck Company, Kansas City, Mo., and George H. 
Wagner, J. L. Brandeis Company, Omaha— 
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St.Louis To Make Bid 
For 1939 Convention 


While plans for the 1938 convention are 
progressing rapidly in Washington, D. C., 
the Greater St. Louis Display Club has an- 
nounced its intention to make a determined 
bid for the 1939 convention of the Interna- 
tional Association of Display Men, according 
to Arthur R. Meyer, president of the St. 
Louis group. The Missouri city has been 
hostess to four I. A. D. M. conventions in 
the past and its display club is the largest 
organization of its kind in the world. 


Under Meyer’s direction, a special drive to 
insure a large St. Louis delegation at the 
Washington convention—to be held at the 
Mayflower hotel, June 26-30—is already un- 
der way, with several promotional features 
planned to stimulate new interest among the 
membership before the capital city conclave. 
Foremost on the list of projects is the “Man- 
nequin Ball,” annual get-together of the club, 
with a mannequin contest with live models. 
The event is scheduled for April 23 at the 
Jefferson hotel and promises to attract con- 
siderable community interest. 


Local merchants will sponsor amateur man- 
nequins, the one who is chosen as outstanding 
to receive a free trip to the I. A. D. M. con- 
vention in Washington, via plane. Attrac- 
tive second and third prizes will be given, also. 
Roland Spies, Bader’s, will serve as chair- 
man of the entertainment .committee. 

The club will sponsor a window display 
contest the week before the ball. Windows 
will feature air travel, with posters remind- 
ing passersby of the plane trip to Washington 
which will be awarded the winner of the 
mannequin contest. The displayman having 


the most effective window display entered 


in the contest will receive a round trip to 
the Washington convention, with second and 
third awards to be announced later. Armand 
Raining, Boyd-Richardson’s, is chairman of 
the contest committee. 

Ticket sales for the dance will be directed 
by captains in charge of teams comprising 
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the club membership. Merchants of St. Louis 
are donating merchandise to be given away at 
the ball. H. L. Johnson, Johnson-Sparks, 
Inc., is directing the promotion of ticket 
sales. 

If the project proves successful, the St. 
Louis club will send the greatest number of 
delegates in the group’s history to the national 
convention. The organization has already re- 
served two special cars for the Washington 
trip and it is hoped to increase the reservation 
before the middle of June. 

Details of the convention program, being 
prepared under the direction of Convention 





Director Arthur Gray, Lansburgh & Brother, 
Washington, D. C., have not yet been com. 
pleted, but it is now known that the custom. 
ary souvenir program of events will take a 
new form this year as a promotional plan 
book and calendar to be released a month in 
advance of the convention. 

Following much the same form as the sales 
promotional calendar issued annually by the 
National Retail Dry Goods Association, the 
book will contain a guide to the seasonal 
movement of merchandise, with suggestions 
for display timed according to consumer pur- 
suits, sports, and pastimes. It is designed 
for the use of display directors and their 
personnel, display advertising companies, and 
merchandisers. 

In the meantime, displaymen from all parts 
of the country are making their plans to 
descend on Washington for the annual roll- 
call, with the scenic and historical features 
of the capital city playing a strong part in 
attracting what is expected to be an especially 
large attendance. 

Among the sights visiting displaymen will 
see when in Washington is the Federal Build- 
ing Triangle—a $200,000,000 project which in 
size and magnificence takes its place with 
other world-renowned attractions. 

Ten blocks long and five blocks wide, the 
buildings are a monument to this progressive 
age. They have as their setting the broad, 
new Constitution avenue, destined to become 
one of the most widely known thoroughfares 
of the world, and historic Pennsylvania ave- 
nue, the parade ground of the nation. Here 
in this celebrated triangle stand the new head- 
quarters for the chief agencies of the United 
States government—the most marvelous site 
of public building construction in the world. 

Workmen’s fences have been pulled down; 
landscaping has been developed; the digni- 
fied structures are occupied; and visitors com- 
ing to Washington now have a chance to in- 
spect the operation of important governmental 
departments in magnificent new homes. 

From an airplane, the project looks like a 
huge stone triangle. Its base is formed by 
the Department of Commerce, the largest 
government building in the world. Next in 
line is the unit made up of the Labor depart- 
ment and Interstate Commerce Commission 
buildings joined by the Connecting Wing 
building. 

On to the Post Office department, regarded 
as the most elaborate of all government 
buildings. A step across the street is the 
Internal Revenue department, one half of it 
the oldest building in the Triangle and the 
other half the newest. 

Next in line one finds the most interesting 
building as far as activities are concerned, 

[Continued on page 38] 


—The Federal Building Triangle, one o/ 


Washington's beauty spots which will be 
seen by displaymen delegates to the |. A 
D. M. convention this year— 
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Display Executives Group 


Dians June Exhibit 


More than 100 members and guests of the 
Intertiational Display Executives Associa- 
tion, meeting in a luncheon session March 2 
at the Hotel Pennsylvania, New York City, 
were given complete details of the organi- 
zation’s plans for a two-day exhibit on 
June 1-2. Philip B. Keith, executive secre- 
tary, outlined plans whereby manufacturers, 
distributors, and suppliers of display mate- 
rial and equipment will participate in the 
two-day showing. 

The June exhibit is to be the first of three 
such affairs to be held at the Hotel Penn- 
sylvania, the other two being scheduled for 
September 7-8 and January 4-5, 1939. Under 
the terms of the space contract provided, 
each exhibitor becomes an associate member 
of the I. D. E. A., paying $150 for booth 
space for all three exhibits. All booths are 
of one size, 10 by 7 feet. 

Keith told the group that more than 50 
per cent of the exhibit space has already 
been reserved by display factors in New 
York City, New England, and some from 
the Midwést. 

On Wednesday, June 1, the association 
will not hold its customary luncheon meeting 
but will attend a banquet during the evening, 
at which an outstanding figure in the display 
field will be*the speaker. The banquet is 
open to all persons interested in display. 

At the March 2 meeting, Warren Bacheller, 
president, introduced the following guests: 
John Benson, president, American Associa- 
tion of Advertising Agencies; Dr. Miller 
McClintock, director, Bureau of Traffic Re- 
search, Harvard university; John M. Paver, 
who conducted the field work on the national 
window survey; Floyd Maxwell, secretary, 
Lithographers National Association; G. S. 
McMillan, secretary, Association of National 
Advertisers, and Nathan Silverblatt, secre- 
tary, DISPLAY WORLD. 

Frederick L. Wertz, president, Window 
Advertising, Inc., New York City, was the 
speaker at the luncheon and gave a broad 
picture of the opportunities existing in the 
display field. 

“In window display you have the oppor- 
tunity to make suggestions to your sales 
prospects, but these suggestions which are 
your advertising must be properly presented,” 
Wertz said. “The prospect’s mind must be 
in a receptive mood when you are presenting 
your advertising suggestions, and you must 
create this mood by proper window dressing. 
The proper use of design, color, light, and 
arrangement; the proper staging and drama- 
tizing of your advertising suggestions are 
very important. Your windows can deliver 
advertising suggestions dramatized to the 
mood of the prospect and they also offer 
immediate opportunity to purchase; the pros- 
pect has merely to step into the store. 

“How many prospects are there who can 
be reached by this advertising medium? In 
other words, what is the circulation value? 
For the first time in display history we have 
some authentic information on this subject. 
The report of the National Window Display 
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Research of the Advertising Research Foun- 
dation, ‘Window Display Circulation and 
Market Coverage,’ is the first authoritative 
data to be gathered and published. 

“You have already had this report ex- 
plained as to technique and results. I want 
to call your attention to a few practical ap- 
plications. There are 982 cities in the United 
States with over 10,000 population. Those 
cities contain a resident population of fifty- 
two million, and there is a trading area pop- 
ulation of some twenty or thirty million 





Frederick L. Wertz 


more. The total estimated trading popula- 
tion, including the surrounding territory and 
the cities themselves, is about ninety mil- 
lions. 

“Thirty-five thousand displays districted 
according to the formula set up in this 
Window Display Research will give a maxi- 
mum coverage of what is called the third 
intensity in this research report, which will 
develop a circulation of approximately 415,- 
000,000 a week. In other words, window 
displays in these cities cover a total buying 
population of about three-quarters of the 
population of the United States. 

“As a matter of fact, these figures which 
sound like the federal budget are stripped 
down to the bone; they do not include any- 
thing but near-side sidewalk traffic that may 
receive impressions from the displays in the 
windows. Nothing is allowed for automo- 
bile, street car, bus, or far-side-of-street traf- 
fic that may receive impressions from the 
displays in the windows. Also, these fig- 
ures represent only the “billboard value” of 
window display. This value would be pres- 
ent if the displays were placed in vacant 
stores. 

“Even under these circumstances your 
window displays would still have the oppor- 
tunity to deliver selling suggestions to those 
who pass by. They would still be on a par 
with other advertising media. But we do 
not ordinarily use window displays in vacant 
stores, and doors are locked only at night. 
In addition, you must remember that window 
displays can do what no other form of ad- 
vertising can accomplish, that is, offer the 
immediate opportunity to purchase and sat- 
isfy the desire created by advertising sug- 
gestions. 





“Naturally, the national advertiser is in a 
slightly different position with regard to 
window display advertising than is the indi- 
vidual store. He must know and take into 
account all the things that the retail store 
displayman needs to know and use, plus the 
necessity for market advertising coverage 
for his product. The circulation figures pre- 
viously mentioned are based upon market 
coverage and the distribution of quotas of 
displays in each city according to a definite, 
set pattern. In order to arrive at this pat- 
tern, the window-display research was com- 
pelled to map each city into central, sec- 
ondary, and neighborhood districts. 

“It is clearly evident that you can not 
cover a market by putting in a few displays 
in the central business district. It is just 
as clearly evident that by dividing your dis- 
play quota properly for a city—between cen- 
tral, secondary, and neighborhood districts— 
you can cover your entire market, the in- 
tensity with which you cover it depending 
entirely upon the number of displays you 
use. 
“Heretofore there has been no method of 
securing this positive coverage. You have 
had to depend upon whoever was installing 
your window displays to spread them over 
the city in the best manner he knew how. 
But no installation man and no salesman is 
capable of doing this job as it should be 
done. Markets are too vast and the number 
of stores too large for any individual to be 
able to do this job without a definite pat- 
tern for guidance. 

“It is easily evident that if we are to 
secure a definite market coverage and veri- 
fied circulation figures, as outlined in the 
window display research report, then we 
must practicaliy revolutionize the basis of 
placing window displays. In my own com- 
pany we have been unable to see any way 
to accomplish the desired results except by 
mapping each city, and we are now engaged 
in the expensive and difficult job of map- 
ping the 191 cities of the United States of 
over 50,000 population. By use of this, we 
feel that we are going to be able to make 
window displays absolutely selective, plus 
ability to give a full coverage. 

“It is clearly evident that if we place a 
display or displays in each of the business 
districts shown on these maps, we are cover- 
ing the shopping areas of the city 100 per 
cent, the intensity of coverage depending 
upon the number of displays in each district. 
It is by this method only that we can secure 
for advertisers the coverage and circulation 
developed in the research report. 

“While this matter of coverage is of pri- 
mary interest to the national advertiser, the 
matter of circulation is of definite interest 
to every retail store. There are approxi- 
mately 1,500,000 retail stores in the United 
States with an average of more than 1% 
windows per store. There is, in other words, 
the space for 2,250,000 window displays at 
one and the same time. Thirty-five thousand 

[Continued on page 38] 








The selling of domestic floor covering, 
whether of linoleum or broadloom, finds a 
peculiar emphasis being placed on display. 
The shopper simply will not buy until she 
can visualize in her own mind exactly how 
the finished floor will’ look and how her 
furniture and walls and ceiling will har- 
monize with the pattern and colors she has 
in mind. Consequently, dealers have been 
swift to search out methods which will dem- 
onstrate the actual merchandise in use—to 
use it in settings approximating those under 
which it may eventually be employed. As a 
result, some novel and most interesting dis- 
play ideas have been evolved in the presen- 
tation of this somewhat  hard-to-handle 
household necessity. 

The Alamo Floor Covering Company, for 
example, was formed by Edward W. Horton 
in San Antonio, Texas, a short five years 
ago—located on the second floor of a build- 
ing on a side-street. Entirely through the 
use of good display and: good business prin- 
ciples in general, business grew and grew. 
It was finally necessary to take larger quar- 
ters squarely in the downtown district. The 
first photograph, of the show room, shows 
how Horton lets display speak for itself. 

Various colors and patterns have been 
worked into the floor and wall designs to 
demonstrate the scope of the merchandise. 
Numerous plaques of floor and wall lino- 
leum are conveniently displayed; intricate 
hand- and die-cut individual designs are 
placed at vantage points about the room. A 
large assortment of samples, 3 feet square, 
is encased in easily accessible, open racks, 
painted an off-white. Careful attention is 
given to color harmony and contrast in the 
displays. Horton outlines his method briefly: 
“We have planned the entire store with the 
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Help The shopper Visualize 
Floor Covering In Use 


public viewpoint and needs in mind. We 
have done the thing we thought they would 
like best; we have arranged the display 
room to give a greater appreciation of color 
and color correlation. Our volume increase 
—60 per cent in 1937 over the preceding 
year—indicates that our approach has been 
correct.” 

Floor covering display ideas which could 
be worked out to good advantage by prac- 
tically any store concerned with the sale 
of such merchandise are embodied in the 
modern Chicago show rooms of Congoleum- 
Nairn, Inc. The second photograph illus- 
trates the entrance to one of the six rooms, 
each of which is completely furnished and 
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decorated. Columns of linoleum flank the 
door; at the foot of each is a small, neat 
card giving the pattern and number cf the 
design. 

A complete display of a large varicty of 
patterns encircles the show room illustrated 
in the next photograph. The columns in 
the center have been made into attractive 
display racks. Light troughs a few feet 
above the rolls, and individual spotlights 
mounted flush with the ceiling, dramatize a 
colorful and striking setting. 

A group of twelve wall linoleum booths— 
each a complete ensemble—is another inter- 
esting feature of Congoleum-Nairn’s show 
Each booth contains one complete 


room. 
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suggestion for the decorative use of lin- 
oleum. 

As for the viewpoint of those interested 
in other forms of floor coverings, the Carpet 
Institute believes that store modernization— 
particularly in rug and carpet departments 
—is definitely on the map. New and dra- 
matic ways of showing floor coverings to 
advantage, new methods of lighting, new 
ideas for putting fresh color, life, and activ- 
ity into rug and carpet selling are all being 
stressed in leading stores. On the second 
floor in the Furniture Mart, Chicago, the 


—The showroom of the Alamo Floor Cover- 
ing Company, San Antonio, is shown above. 
Careful color correlation and ample ex- 
amples of linoleum in actual use have 
assisted in stepping up the company's 1937 
sales to the tune of 60 per cent over 
the preceding year. . . . The entrance to 
one of the new Chicago display rooms of 
Congoleum-Nairn, Inc., is shown at the le‘t. 
The general idea for the display of linoleum 
could be readily adapted to the use of a 
retailer. Columns of linoleum flank the door; 
at the foot of each roll is a neat card giving 
pattern and number— 
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—Light troughs a few feet above the rolls, 
and individual spotlights mounted flush with 
the ceiling, dramatize the merchandise in 
the Congoleum-Nairn showroom at the right. 
. . . Another feature of the company's 
Chicago displays is a group of twelve wall 
linoleum booths. Each shows a particular 
decorative suggestion. . . . The final photo- 
graph pictures a clever wall display for 
carpeting. It is 15 feet in length. The strips 
merging into the half-round display are of 
carpeting in light blue, dark blue, and red. 
The half-round fixture displays two dozen 
27-inch carpet samples, in vertical roll 
formation— 


Institute recently displayed an entirely new 
exhibit dramatizing a series of tested sales 
principles in which the newest patterns and 
colors in floor coverings were featured. Rob- 
ert Heller, New York City, was designer 
of the setting and worked out unusually 
effective and striking color schemes. 

The display which attracted the most at- 
tention in the exhibit, and which gives prom- 
ise of being most generally adapted in the 
months to come, is shown in the final photo- 





graph on this page. It is a 15-foot wall 
unit, dramatizing a new way to feature 27- 
inch carpet samples. It is composed of three 
horizontal rows of carpetings (light blue, 
dark blue, and red). The top strip runs the 
full length of the display and is separated 
from the lower rows by white wall board, 
script-lettered in red: “Carpet for style . 
Carpet for beauty . . . Carpet for comfort.” 
The two strips of carpeting below this wall 
board break into a half-round fixture at one 
end, as shown. Here some two dozen 27-inch 
carpet samples, arrayed in vertical roll for- 
mation, continue the horizontal line of the 
Carpet rows. 

Thus the upper row of the half-round car- 
pet samples continues the dark blue carpet 
strip roll 27-inch samples in different shades 
and patterns of blue. In the lower rows of 
the half-round, sample rolls are arranged in 
graduated colors shading from warm red 
tones to white. Large white cut-out letters 
for the word “color” are superimposed over 
the top carpet strip (light blue) in this dis- 
play. 

A variety of ensemble displays formed a 
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part of the Carpet Institute’s exhibit, the 
most interesting being a span of three ar- 
rayed on a side wall. They were separated 
by low dividers, these also serving as racks 
for suggested drapery and wall paper to 
harmonize with featured floor coverings and 
furniture. Background walls and dividers 
were white with gray trim and yellow and 
red accents, contrasting most effectively with 
shiny black floors. Each ensemble dramatized 
one rug on the floor with a second rug hung 
on the wall directly behind as a suggestion 
for the “adjoining room.” In two ensembles, 
plain or twist weave carpeting was suggested 
for one room, with a figured rug in the same 
color displayed for the adjacent room. 

At another Institute showing, displays 
which attracted particular attention were 
those relating to the selling of decorative 
ideas in which the consumer is so much 
concerned. One rear wall space was given 
over to an idea for presenting correct colors 
of floor coverings for different decorative 
schemes. Colors of walls, trims, and ceilings 
were shown on interchangeable color cards. 











The display director today is called on to 
make many very quick changes in the win- 
dows or in departmental settings. This is 
very necessary to the efficient operation of 
alert, up-to-the-minute stores of all types. 
There have been numerous innovations de- 
signed to aid this speedy installation of dis- 
plays, but probably none more important or 
helpful than with the half-rounds of wall 
board recently introduced in various diam- 
eters. While there have been many curved 
panels and sections used during the past 
three years, they were made up from wall 
board attached to wooden supports to hold 
them in the desired position. The new half- 
rounds are a definite and valuable improve- 
ment. 

I would advise display directors to make 
up a complete unit, consisting of a dozen or 
more sections in the way of panels, columns, 
plateaux, etc. These can then be used in a 
number of different arrangements, and they 
can be repainted from time to time so as to 
secure an entirely new effect. They serve to 
break up a given surface or space into an 
arrangement of shapes through the use of 
line, value, and color in such a way as to 
give it personal significance, relation to the 
merchandise, and a decorative value. 

Wonderful results can be accomplished 
through the use of seasonable and properly 
related colors in such settings. 

In order to give the display director a 
more concise conception of the manner in 
which these settings are constructed and 
used I am including a small floor plan show- 
ing the complete physical layout of four 
different arrangements. 

The first setting can be utilized for sev- 
eral lines of merchandise, all depending on 
the window in which it is placed and the 
size it is made. In fact, it can be used ef- 
fectively for shoes, jewelry, handbags, or any 
small wares. The central unit shows the use 
of five sections of the curved wall board, 
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Quick, Inexpensive settings 
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New York City 


two for the shadowbox column in the center, 
which is made by joining the sections and 
then cutting out the opening at the front as 
shown (and which in turn is equipped with 
three circular shelves cut from wallboard) 
and lighted at the top with two 6-inch half- 
rounds designed as shown and equipped witb 
a small spotlight which is placed inside of 
the tube about 6 inches from the opening. 
This produces a very wonderful effect in 
conjunction with a concealed lighting treat- 
ment at each side of the shadowbox. 

An 18-inch half-round is, as you will note, 
placed at the back and side of the shadow- 
box. The rounds are cut out at the base in 
order to allow them to be slotted out over 
the platform in the position shown. This 
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use of 6- or 9-inch half-rounds. A _ fey 
sprays of artificial flowers and foliage adds 
a great deal to the general effect of the set- 
ting and portrays the season of the year, 
A suggestion for a background to be used 
in a window from 8 to 12 feet in length and 
from 3 to 5 feet in depth is given in the next 
sketch. Three 6-inch half-rounds are used 
at the left side. Placed in back of these and 
extending out 3 feet or more to the right 
side is a wall board panel applied to a 
wooden framework to hold it in an upright 
and perfectly straight position. This is then 
decorated in a leaf and line design as shown 
in white outline. Placed at the extreme right 
side are two oval-shaped plateaux which are 
finished off at the ends with the 12- and 16. 
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entire setting is backed up with wall board 
panels. The end panels are treated in a 
contrasting color and finished off with two 
shelves made from 9-inch rounds placed as 
shown. Attention is directed to the curved 
ends of the plateau, produced through the 
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inch rounds. A decorative’ flat urn is then 
placed on top of the rear plateau which in 
turn is finished off with a very graceful 
arrangement of artificial foliage and flowers 
suitable to the time of year. 

First on the next page is an idea for a 
display that has flexibility and possesses 
many features which permit a number of 
arrangements limited only by the display- 
man’s ingenuity. Just imagine this set worked 
up in miniature as a display for jewelry. 
With concealed lighting in colors appropri- 
ate for the merchandise on display this set- 
ting is practically sure-fire. With a soft- 
toned seasonable curtain as a backing for 
this setting it is possible to produce a very 
attractive and sales-producing window. 

The two side units are constructed along 
the same lines as those described for the 
first sketch (see drawing above), so it is 
unnecessary to go into it again. Several 
new notes are introduced in the central unit 
in the way of using the half-rounds. For 
example, pedestals and plateaux are util 


—Half-round wall board sections play a 
predominant role in these sketches for rap- 
idly constructed, inexpensive displays. The 
variety of arrangements possible is limited 
only by the ingenuity of the displayman— 
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—Indirect lighting, novel shadowbox ar- 

rangements, and smooth, flowing curves are 

featured in these two display sketches. The 

settings are described in complete detail in 
the article— 


ized, the size of the rounds being governed 
by the size of the seiting it is proposed to 
construct. 

The embellishments for the top and base 
of the units can be overlays with the dec- 
oration painted on, or they can be any sort 
of plaster ornamentation you may have at 
hand or be able to secure. Lighting of a 










































































suitable effect will play a very important 
part in this novel setting. 

The fourth sketch shows what can be ac- 
complished in the way of lighting the show 
window from the front and sides of the 
window without a lot of labor and expense 
to provide a reflector to throw the light 
back on the display. All you need is a 
12-inch half-round placed at the front and 
sides of the window to serve this purpose. 
By fastening a few wooden strips as sup- 
ports to these half-rounds and treating the 
inside with a coat of aluminum paint or 
lacquer you have a reflector that serves 
admirably. 

The remainder of the setting shows the 
use of two 6-inch rounds in conjunction with 
a set of twin, built-up “S”-shaped panels 
placed at each side of the central unit at the 
back. A double-decked platform is placed 
on the floor of the window in the center 
and in front of the back panel. This serves 
as a basis for merchandise, also as a sup- 
port for a vase filled with seasonable flowers 
and foliage. The back panel in this instance 
is removable. The set is especially suitable 
for department stores which have displays 
of small wares from which merchandise 
must be removed many times during the 
day for customer inspection. 





Harry McMullen Resigns 
From Portland Firm 
Harry McMullen, son of L. A. McMullen, 
Eastern Outfitting Company, Portland, Ore., 
has resigned his position with a local firm 
to enter the free-lance field. He is now 
handling display for several Portland and 
Vancouver (Wash.) companies. 
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Baseball Week Display Plans 
In Preparation 


The twentieth anniversary observance of 
National Baseball Week will be held April 
2-9, inclusive. The observance, started by 
The Sporting Goods Dealer, St. Louis, Mo., 
will feature prize window display and news- 
paper advertising contests with valuable 
trophies for sporting goods, hardware, de- 
partment, and other stores selling baseball 
equipment at retail. Complete contest in- 
formation may be had by writing The Sport- 
ing Goods Dealer. 
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Hansen Broadside Stresses 
Point-of-Sale Advertising 

In recent months much emphasis has been 
laid upon the value of tie-in advertising at 
retail outlets as an important factor in se- 
curing the full advantage of national adver- 
tising. A broadside just issued by the A. L. 
Hansen Manufacturing Company, 5023 Ra- 
venswood avenue, Chicago, IIl., follows this 
trend of thought and points out that the 
use of Hansco and Kling-Tite tackers in- 
sures the quick and easy mounting of dis- 
play material in choice locations at the 
point-of-sale. 
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A to Z Company 
Changes Hands 

Carl W. Schabitzer and Franklyn L. Gus- 
cott have purchased the assets and good will 
of The A to Z Display Material Company, 
2244 Rockwell avenue, Cleveland, from Har- 
old A. Lees, who has been operating the 
company. The new owners plan on placing 
a popular Cleveland displayman in charge 
of the business, in addition to retaining the 
present personnel. Ambitious plans are being 
made to promote the business during the 
coming year. The firm stocks a large 
variety of modern display materials, fabries, 
and supplies, and represents the lines of 
several leading manufacturers. 

Both Schabitzer and Guscott have been 
associated with tke display profession for a 
number of years. They are now operating 
The Atlas Fixture & Equipment Company, 
Cleveland, manufacturing modern display 
equipment. 

Concurrently with the purchase of the 
firm, announcement has been made _ that 
Frank G. Thompson and Steve S. Stanislaw, 
formerly with The May Company, Cleveland, 
and Strouss-Hirshberg Company, Youngs- 
town, Ohio, have joined the A to Z com- 
pany and will devote their time to aiding 
displaymen desiring assistance and sugges- 
tions with their display problems. 





Vetter Joins Steiner 
Organization 

Lawrence Steiner, formerly covering the 
Midwest sales territory of Cyrille Steiner 
Studios, New York City, will in future 
devote his time to the New York office. 
Charles Vetter has been appointed to the 
Steiner sales staff and will handle the Mid- 
west territory. 





German Displaymen Hold 
National Contest 


Some 70,000 German retail firms partici- 
pated in a national window display contest 
during the period of February 13-25. The 
large number of entries was made possible 
because of the fact that all German dis- 
playmen are organized as part of the na- 
tional propaganda and publicity bureau. 
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ing Ihe Value 


Of Show Cards 


Show cards are, in many ways, similar to 
magazine or newspaper advertisements. Each 
must be seen before it can accomplish its 
purpose. Furthermore, after being seen, the 
advertisement or the window card must 
appear interesting enough to be read. When 
this interest factor is present, then the value 
of either form of advertising is more than 
doubled. 

One of the surest ways of making a card 
appealing is through the use of a good illus- 
tration. Consider for a moment which you 
would rather encounter when turning the 
pages of a magazine: a page advertisement 
entirely filled with type, or the same amount 
of space with a reasonable amount of copy— 
but with a carefully done, well-chosen iilus- 
tration? It can be taken for granted that 
the second would have a much better chance 
of catching and holding your interest. The 
same principle is equally true of cards used 
for window or interior display. 





By L. E. SUMMERTON 
Memphis 


Illustrations for show cards can be of 
practically any nature; so long as they are 
well done and are present they will double 
the value of your cards. It is true that many 
card writers are so pressed with work that 
they have little time to devote to illustrating 
their output. For the most part they have to 
be content with turning out simple cards, 
lettered as well as possible under the cir- 
cumstances. However, if they will make it 
a cardinal rule that all window cards for 
special promotions, or for displays some- 
what out of the ordinary, must be illustrated 
they will find that it pays in increased recog- 
nition and in additional sales. 

There is no denying that pen-and-ink 
drawings take time, as those in the photo- 
graph show. Those of other types, though, 
can be done rapidly, such as_ thumbnail 
sketches, cartoons, decorations, and the like. 
Adaptations of the idea can be done quite 
easily and are often very attractive. For 








example, one specialty shop uses glass pan. 
els, supported by card holders, for window 


cards. The sales message is lettered directly 
on the glass, while colored illustrations 
clipped from Vogue, Harper’s Bazaar, or 


other fashion magazines are pasted neatly 
in place on the glass. The result is very 
effective, even though little time is required 
in the making of such “cards.” While the 
individuality of the hand-drawn illustration 
is of course lacking, the attention value of 
the cards is greatly increased. Even the 
use of magazine pictures pasted directly on 
the show-card stock, with little attempt at 
elaboration, can be attractive if the card is 
well laid out, has good balance and color 
harmony, and good lettering. 

The illustrations on the cards shown with 
this article were done in pen and ink on card 
stock having a wood grain finish. Lettering 
was in pen and ink, except for the bolder 
figures, which were made by brush. 
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DISPLAYS that combine 





DRINK 
A 


RIPE 
BANAMA 






_. are many good reasons 
why Bakelite Materials are be- 
ing used for a steadily increasing 
number and variety of displays. 
Bakelite Laminated and Bakelite 
Molded furnish, not orly, fine rich 
lustre and a wealth of colors and 
color-combinations; but, also, un- 
usual durability that permits long 
and repeated use. 

Displays, exhibit booths and dis- 
players made from Bakelite Mate- 
rials are exceptionally resistant to 
all the adverse factors that tend to 
cause deterioration .. . abrasion, 
sunlight, handling, dirt and grime. 
If soiled, they may be restored to 
their original sparkling freshness by 


BAKELITE 





CORPORATION, 247% 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Canada 


wiping with a damp cloth. 

In addition to these important 
features, Bakelite Materials provide 
a high quality “atmosphere” in dis- 
plays, that strongly suggests qual- 
ity in the merchandise displayed. 
Bakelite Laminated is available in 
sheets of varied sizes and_thick- 
nesses, and in many colors and 
patterns. Bakelite Molded also is 
available in numerous colors and 
mottles; and may be formed into 
practically any shape. 

We invite you to obtain full de- 
tails about these durable decorative 
materials. Write for booklets 35L, 
“Bakelite Laminated”, and 35M, 
“Bakelite Molded”. 


PARK 


AVENUE, 


West Coast: Electrical Specialty Co., Inc., 316 Eleventh Street, San Francisco, Cal. 


Durability and Sparkle 








Canada Dry dispenser and displayer with 
faucet and cover of Bakelite Molded. 
Boonton Molding Co., molder. 





Visit the Bakelite Travelcade—an ex- 
position of “Modern Plastics for Mod- 
ern Living’? Museum of Science and 
Industry, Rockefeller Center, N.Y. City. 


NEW YORK, N.Y. 


BAKELITE 


The registered trade marks shown above distinguish materials 
manulactured by Bakelite Corporation. Under the capital “8” is the 


PLASTICS HEADQUARTERS 


MECISTEREO U. 5. PAT. OFF 





numerical sign for infinity, of unlumted quanhty. It symbohzes the infinite 
aumber of present and future uses of Bakelite Corporation's products. 
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Republic Steel Knows Value 
Of Attractive Exhibits 


The Republic Steei Corporation, Cleve- 
land, Ohio, is the third largest maker of 
steels. Its position in the field makes it 
imperative that any exhibits of the com- 
pany’s products at trade expositions and 
the like be emblematical of leadership, pro- 
gressiveness, quality, and convey something 
of the magnitude of Republic’s operations. 

The photographs show how all these fac- 
tors were grouped into a composite unit at 
a recent metal exposition in the East. 

Visitors approaching the Republic exhibit 
saw the name in huge black letters silhou- 
etted against indirect lighting in a horizontal 
panel above the entrance to the display. 
Below this was a circular platform, cut 
away to show the top portion of a globe on 
which appeared a relief miniature in steel 
of the company’s new 98-inch continuous 
strip mill, the world’s largest. Beams of 
colored light played continuously over this 
steel model, and the name of the firm was 
projected in shadows to give a sun-rise ef- 
fect against the background. The globe was 
kept in continuous, slow revolution. 

Towering 32 feet into the air was a mas- 
sive pylon on top of a beautiful stainless 


REPUBLICS Pint: 














steel turret. Shining brightly above the 
pylon was a large trade-mark easily visible 
from any part of the exposition hall. The 
trade-mark was illuminated by concealed 
lights which threw their beams upward from 





the top of the main portion of the pylon, 
while indirect illumination from within the 
framework of the insignia silhouetted its 
emblem and lettering for additional promi- 
nence. 

Practically all of the elements of light, 
color, action, magnitude, and timeliness were 
embodied in the exhibit, Republic deeming 
them necessary for an effective display of 
commercial products. The nature of the 
company’s products made it possible to use 
them to a great extent in the construction 
of the display, thus showing them in actual 
use as well as on exhibit. 

Examples of the use of Republic products 
for commercial purposes were on view, for 
example, the Hires root beer dispenser seen 
in the foreground of the large illustration. 
Other products, ranging from stainless steel 
pen points to a twelve-cylinder airplane en- 
gine and a half cross-section of a stainless 
steel spot-welded railway coach, were ar- 
ranged on the aisles, in display cases, and on 
steel display tables. . 

White was the predominating color used 
in the exhibit, contrasted with black and 
burnt orange trim. 

Thus by means of a few fundamental dis- 
play elements, the tremendous capacities and 
multitude of products of the world’s third 
largest maker of steels were attractively and 
dramatically presented. From the manner in 
which this exhibit was carried out it is 
reasonable to conclude that Republic is well 
aware of the value of good exposition dis- 
plays. 


—Light, color, and motion were combined 
with good display design in this exposition 
exhibit for Republic Steel Corporation, the 
third largest producer of steels in the wor'd. 
The stainless steel turret seen in the larger 
illustration supported a pylon which rose 32 
feet into the air to support a huge reproduc- 
tion of the company's trade-mark— 
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Hiram Walker Displaymen 


Hold Meetings 

The display force of Hiram Walker, Inc., 
met in Chicago and Peoria, Ill, February 
7 and 8, respectively, to discuss the com- 
pany’s point-of-sale program for 1938. The 
Chicago session was held at the office of 
W. L. Stensgaard & Associates, Inc., and 
Tuesday’s meeting took place in the audi- 
torium of the firm’s Peoria plant, the largest 
distillery in the world. 

Those outside the Hiram Walker organi- 
zation who addressed the displaymen were 
T. J. Flanagan and Earl Hamilton, Ketter- 
linus Litho Manufacturing Company; W. H. 
Leahy. Dennison Manufacturing Company, 
and \V. L. Stensgaard, V. H. Jones, and 
W. L. Huston, of the Stensgaard organiza- 
tion. 

Point-of-sale advertising holds a prominent 
place in Hiram Walker’s promotion plans 
and the company’s material has received nu- 
merous awards in contests. 





"Drive Safely’ Contest 
Interests Displaymen 

Considerable interest is being shown by 
the dispiay field in the “Drive Safely” pos- 
ter contest being sponsored by Devoe & Ray- 
nolds Company, Inc., 580 Fifth avenue, New 
York City. The contest is open to all 
artists, amateur or professional, in the 
United States. It opened February 1 and 
ends April 29, at which time all entries must 
have been submitted. First prize is $1,000, 
and fourteen other cash prizes will be 
awarded. The judges will consist of Mrs. 
Franklin D. Roosevelt; C. B. Falls, promi- 
nent poster artist; Everett V. Meeks, dean, 
School of Fine Arts, Yale university; W. H. 
Cameron, managing director, National 
Safety Council, and Jonas Lie, president, 
National Academy of Design. 

Contest blanks, containing complete in- 
formation on the contest, may be obtained 
from the company. 





"Production Order No. |" 
Filled For McCann 

Frank McCann, McCann Displays, 1480 
West Ninth street, Cleveland, Ohio, believes 
in following display methods on all occa- 
sions. His announcement of the birth of a 
daughter takes the form of “Production 
Order No. 1” and lists complete specifica- 
tions for the new arrival, including dimen- 
sions, delivery date, colors—even “This 
order can not be duplicated” is printed in 
red across the face of the specification sheet. 
new motion display has been named Dix 
Jinn, 





George Kaplan 
Promoted 

George Kaplan, formerly with Hearn’s, 
New York City, and for the past six months 
with The Namm Store, Brooklyn, N. Y., has 
been named assistant display director. 





Texkraft Sales Moves 
To New Location 
The Texkraft Sales Company, Inc., is now 


located in new and modern quarters at 10 
East Thirty-third street, New York City. 
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MADE DISPLAYS tie tw an cums! 0 


Modern Window display SELLS merchandise—literally "the silent 
salesman" talking to thousands. Cutawl has brought in a new era 
of promotional power to the window and its decorator. With it you 
can cut out marvelous giant designs, heroic figures, intricate pat- 
terns of all kinds; dramatize your merchandise in this the most 
effective way possible. 


Every store can afford the new QI model at $65.00. No good store 
can afford to be without it. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP STREET CHICAGO, ILLINOIS 
RSET mT RR ARIE = lis NB At AE IONE LEB BBE RTE 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago. 3-38 

Please send me information on the $65.00 Q1 Cutawl. 
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tising. 
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and Merchant. 
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4. Practical Service to the Display Profession 
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Professional Status 
Defined for Display? 


A short time ago Syl C. Rieser, executive 
secretary, International Association of Dis- 
play Men, wrote the Secretary of Labor and 
asked for information as to the official 
status in the professional field of display- 
men. The reply to the query, by William H. 
Stead, associate director for standards and 
research, is interesting since it brings up the 
old question, “Is the displayman a profes- 
sional man, artist, artisan, or what?” Stead’s 
letter is quoted in detail: 

“The United States Employment Serv- 
ice, the bureau of the Department of Labor 
that is most vitally concerned with occupa- 
tions, considers displaymen or window trim- 
mers as technicians, in the broader group 
of professional and kindred occupations. 
The classification of displaymen or window 
trimmers as technicians is incorporated into 
the occupational classification that is in use 
by the offices of the United States Employ- 
ment Service throughout the country. 

“For your information I am defining the 
professional and kindred occupational group, 
with its three subdivisions, of which the 
technician group is one. 

“Professional and kindred occupations: 
This major group includes those jobs requir- 
ing extensive study or experience in various 
fields or professions, services, sciences, art, 
education, administration, and related types 
of work, the functions of which are pre- 
dominantly mental rather than manual. The 
following subgroups are included: 

1. Professional occupations. This group 
includes occupations that require extensive 
training in the theory, and usually the prac- 
tice, of the field of work. This training is 
acquired through a long period of academic 
study or experience. The character of the 
work performed is typically more mental 
than manual. 


2. Semiprofessional occupations. This 


group includes occupations of the same gen- 
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eral character as professional occupations 
but they differ in the following ways: (a) 
they usually require a lesser amount of aca- 
demic study or experience; (b) proficiency 
may be acquired through experience, rather 
than academic study; (c) more occupations 
characteristically involve the physical appli- 
cation of knowledge to a field of work. 

3. Technicians. This group includes oc- 
cupations that require extensive knowledge 
of the mechanical or technical details of a 
limited sphere within a science, art, or other 
professional field of work. Such occupations 
frequently involve skilled manual work nec- 
essary to the execution of mechanical or 
technical phases of the science, art, or other 
field of work.” 

It would seem from the foregoing that dis- 
playmen must still be somewhat in the dark 
as to their true status, although each will 
probably be able to work out for himself his 
“official” classification. Unlike the medical 
profession, where an individual is a “doc- 
tor” regardless of whether he is a general 
practitioner, a surgeon, or a specialist in 
psychiatry or pediatrics, a displayman may 
logically belong to any one of the three 
groups outlined by Stead. 

For example, there are displaymen today 
who are clearly in the first, or purely pro- 
fessional group according to the definition. 
They have undergone a long period of aca- 
demic study and experience and their work 
is entirely mental rather than manual. 

Next, there are those who come under the 
“semiprofessional occupations” head: they 
have had some academic training and prac- 
tice in display, but with most of their 
knowledge coming from experience; and 
their jobs do involve some physical applica- 
tion of their knowledge. 

Still others necessarily fall under the third 
classification; their work requires an exten- 
sive knowledge of technical or mechanical 
details of the craft and they devote a con- 
siderable portion of their time to skilled 
constructive work with their hands. 

And so it still remains apparent that one 
sweeping term can not be applied to display- 
men indiscriminately; certainly the Depart- 
ment of Labor’s appellation of “technician” 
is not correct in all instances; neither can 
the term ‘professional’ be applied with 
strict accuracy to the entire field—although 
the word, through the habits and customs 
of the past, will continue in accepted use. 

From all indications, the argument will 
continue to be a favorite one among display- 
men, 





Contest Announced 
By Motion Displays 

A prize contest offering $50 in cash is be- 
ing sponsored by Motion Displays, Inc., 27 
Ryerson street, Brooklyn, N. Y. Awards are 
to be made for the most effective use of 
motion in displays. A feature of this con- 
test is that displays will be judged from 
photographs and written description of the 
animation to be furnished by contestants. 
This means that sign men, designers and dis- 
play builders everywhere may enter. 

In order for contestants to be eligible for 
prizes, they must state that the motion is 
powered by a pendulum power unit manu- 
factured by Motion Displays. These units 
operate on the electric solenoid principle 
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with power from regular lighting circuits, 
By various attachments, they can supply re. 
ciprocating motion in any direction. 

The prizes are $25 first, $15 second, $5 
third, and $5 fourth. They are to be awarded 
by a committee of judges whose names yill 
be announced in the near future. The cop. 
test closes June 1. 

Entry blanks and details of the contest 
may be obtained by writing the compari. 





New York Free Lances 
Form Organization 

The Men’s Display Guild, composed of 
New York City free-lance displaymeni spe- 
cializing in men’s wear displays, has been 
formed, with Walter Fagan, Fine Brothers, 
as president. One of the purposes of the 
new association is to remove the element 
of price from competition among the mem- 
bers of the group. 

“An attempt will be made to raise the 
professional standards of all members,” 
Fagan stated, “and to see that laws for truth 
in advertising are rigidly enforced, as well 
as misleading displays being eliminated 
from the industry.” 

The organization has made it clear that 
it is in no sense a union, although the guild 
is reported as in favor of upholding existing 
contractual relations with unions and that 
unions and employers fulfill all terms of such 
contracts. 

Sixty members are reported for the guild, 
with headquarters at the Hotel McAlpin. 





Valentine Dinner Dance 
For Detroit Club 

Members of the Detroit Display Club held 
their annual Valentine dinner dance at the 
Webster Hall hotel on February 14. Among 
the guests were George W. Westerman, Com- 
monwealth Southern Corporation, Jackson, 
Mich., former president of.the International 
Association of Display Men, and Mrs. West- 
erman. H. W. Weaver had charge of the 
arrangements for the dance. 

National Used Car Week was opened in 
Detroit on March 5 with a large parade of 
floats, decorated cars, and bands, according 
to Ralph D. Johnson, who has charge of 
publicity for the Detroit group. Downtown 
stores were well decorated and many special 
displays were on view in the display win- 
dows in honor of the event. Sharply in- 
creased sales were reported as coming from 
the campaign. 





Worsinger Announces 


Low-Cost Service 

Worsinger Display Service, 110 West For- 
tieth street, New York City, has announced 
a new and inexpensive window display pho- 
tograph service for the benefit of displaymen 
throughout the country. The low price of 
$5 per release has been established to give 
a larger number of stores an opportunity to 
watch current developments and innovations 
in New York City display. 





National Cotton 
Week Dates Set 

National Cotton Week will be hel: this 
year from May 30 to June 4. Many mer- 
chants plan to tie-in with the natior-wide 
promotion. | 
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Profita Mannequins, Inc., 
Is New Corporation 

With genial Max S. Mayer as vice-presi- 
dent and sales manager, Profita Mannequins, 
Inc., has been formed in Dallas, Texas, with 
headquarters at 913 Powhattan street. The 
new firm will work closely with Standard 
Fixture, Inc., of the same city, this organiza- 
tion having formerly handled the manufac- 
ture and sale of the well-known Profita 
figures 

Mrs. Myrhl Frost, prominent in Dallas so- 
ciety, heads the new organization as president, 
with Mfrs. Elsa Profita as vice-president in 
charge of creation and design. R. Franklin 
Rogers. well known as one of the Southwest’s 
leading decorators, is secretary-treasurer, and 
Tony Profita is general manager of produc- 


tion a!’ manufacturing. 
A new building is being added to the Dallas 
plant : make increased production possible, 


and additional salesmen will be placed in the 
field soon. 





Landes Elected President 


Of Kensas City Club 

Milo Landes, Emery, Bird & Thayer Com- 
pany, was elected president of the newly- 
formed Kansas City Display Association at 
the club’s second meeting, held on February 
16. Don D. Kester, Rothschild’s & Sons, was 
named vice-president, Harvey J. Maxwell, 
Frank D. Maxwell Corporation, secretary, 
and C. L. Roesch, The Jones Store Company, 
treasurer. 

Appointed to the executive committee, in 
addition to the officers named, were H. Grider, 
Kansas City Power & Light Company; 
Charles R. Crawley, George B. Peck Com- 
pany; Rex Werner, Adler’s; George Wil- 
cox, Berkson’s, and E. McKechan, Wooli 
Brothers. 

The club will meet twice each month. 





Blue, Orange, and White 
For World's Fair Colors 

The official colors of the New York World’s 
Fair will be dark blue, white, and a bright 
orange, according to news releases. Many 
manufacturers of display papers and similar 
material are securing approval from the Fair 
committee for the use of the official colors; 
such permission is necessary, due to a statute 
passed by the New York legislature making 
it a misdemeanor to commercialize on the 
colors unless licensed by the Fair committee. 





Excelsior Releases 
New Booklet 

Excelsior Paper Specialties Company, Inc., 
640 West 57th street, New York City, has 
released a booklet describing the firm’s line 
of decorative paper panels, awnings, novelties, 
ete, for the spring and summer of 1938. A 
large number of interesting and attractive de- 
signs are shown in full color. A copy is 
available on request. 





Maharam Honeymoons 
At Miami Beach 

Louis Maharam, senior member of Ma- 
haram Fabric Corporation, New York City, 
was married February 4, and enjoyed an ex- 
tended honeymoon at Miami Beach, Fla. 


DISPLAY WORLD 


Here’s the PPINTASIGN ... 


marvel of 
inventive ingenuity, comparable to advent of 
typewriter, adding machine and other time 


saving devices. You can learn more about 
this remarkable invention by sending attached 
coupon for information TODAY. 


Recent purchasers already include most large 
city department stores with 10 to 100 million 
dollars annual sales, each daily requiring 
thousands of different signs. Below are a 


few. 
Macy’s Goldblatt’s Marshall Field 
Gimbel’s Emporium Jordan Marsh 
May Co. Bullock’s Wanamaker’s 
Lit’s Lazarus Meier & Frank 
Hudson’s Bamberger’s Stix-Baer & Fuller 


Dozens of stores have written that their 
boys turn out hundreds of different signs 
daily, each boy replacing several hand men. 









99c PROFIT 


On Every Dollar Order 


INCREASE YOUR DAILY 
PROFITS $50 TO $70 


Your community stores all 
constantly need window signs 
and show cards. You can be 
the first to enter this new field 
—supply this existing demand 
with 


PRINTASIGN 


—Makes single signs, 2 colors at a 
time without typesetting, distributing 
or press work. 


—Any new boy or girl easily prints 
a-sign-a-minute. 

—Revolutionary new method supplies 
signs for every type of business, in 
24pt. to 2 inch type. 


—New profitable field for small sign 
shops — PRINTASIGN quickly pays 
for itself. 


—Modernizes sign business with direct- 
selling material every store will buy. 


You can profit with PRINTASIGN ... 
Imagine the possibilities .. . producing 
attractive 2 color single signs in a 
minute, while they wait. No _ type- 
setting. No make-ready. No distribut- 
ing. No composition. No press work. 
No guess work. No loss of time and 
energy. . . . ALL PROFITS. 

You can cut hand sign and show cird 
prices in half, give better work and 
still pocket 99 cents of every $1.00 you 
take in. No matter how small your 
community ... the PRINTASIGN can 
make you immediate profits, supplying 
grocers, drug, department, general, dry 
goods, apparel, furniture and chain 
stores, restaurants, banks, institutions, 
etc., etc... . an unlimited field. 

You can build a regular list of sign 
customers for daily, weekly or monthly 
service. It pays you handsomely. Get 
started early! 


Let PRINTASIGN make 1938 your most profitable year! Let us show you 
how! Simply fill in the coupon below and you will receive full information. 


No obligation. 


REYNOLDS APPLIANCES CORP., 
542 South Dearborn Street, 
Chicago, Illinois. 


Gentlemen: 


booklet with prices and terms. 
be profitable to me or my business. 


Firm Name 
Address 


My Name 
(Also title, if any) 


Pee sees ecco eee eeeseeesceseseeeeessessay 


The PRINTASIGN interests me. Please send illustrated, descriptive 


Also tell me how the PRINTASIGN can 


REYNOLDS APPLIANCES CORP. 


542 South Dearborn St. Chicago, Il. 
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Better Sisn shop Contest 
Fnters Final Month 


From March 15, the day this issue of DIS- 
PLAY WORLD is placed in the mails, until 
April 15 will mark the final month of the 
Better Sign Shop contest being sponsored by 
this publication in conjunction with Milton 
Reynolds, president, Reynolds Appliances 
Corporation, Chicago, Ill. 

Considerable interest has been shown by 
the display field in this novel contest. A 
number of entries have already been re- 
ceived from some of the country’s best stores, 
and many display directors or sign shop 
heads have signified their intention to enter 
the competition. 

Fifty dollars in cash will be awarded to 
the winner of first prize, and in addition he 
will receive the beautiful and valuable Mil- 
ton Reynolds trophy and a handsome cer- 
tificate of achievement. Second prize will 
consist of $25 in cash, plus a trophy and 
certificate. Third prize will be $10, a trophy, 
and certificate. In addition, honorable men- 
tion certificates will be given to the next 
twenty-five best entries. 

Entry in the contest may be made by any 
display director or sign shop head in the 
United States and Canada. The size of the 
firm or of the department will have no bear- 
ing on the judging. The only factor to be 
considered is actual evidence that the sign 
department has been definitely improved 
through thoughtful planning and effort on 
the part of its head. 

The entire purpose of this contest is to 
focus the attention of display and sign heads 
on the sign shop and direct their thoughts to 
how it can be improved—through physical 
rearrangement, better lighting, better equip- 
ment and materials, or in any other way that 
will aid in the swift, efficient production of 
signs that will help sell merchandise through 
their use in windows or in the store interior. 
There are few retail sign shops that can not 
be improved in some ways; perhaps yours 
is among them. Study present sign produc- 
tion conditions, ask your sign writers for 
their opinions, decide what must be done 
and do it. Then write a brief letter ex- 
plaining what took place and the results ac- 
complished—and send in the letter as your 
entry in this contest. 

But only thirty days remain in which to 
receive entries from those who have not yet 
entered the contest and who have just as 
much chance to win a substantial cash award 
and a beautiful trophy as those who have 
already forwarded their letters and sign shop 
photographs. The value of the prizes is suffi- 
cient to warrant the expenditure of the little 
time it takes to write up what you have done 
in your store to stimulate the speedy and 
economical production of better signs. 

Entry must be made by one or more photo- 
graphs of any size, type, or number, made by 
professional photographer or snapped by an 
amateur. It is necessary, however. that all 
pictures submitted be clear and give some 
indication of what has been done toward the 
creation of a better sign shop. 

With the pictures should be included a 


description of what changes have been made 
in the store’s sign shop, why they were done, 
and what results have been accomplished. 
Mention should also be made of the depart- 
ment’s personnel and an indication given of 
the usual sign volume. 

No entries postmarked after April 15 will 
be considered. Judging will be done imme- 
diately after the 15th and the results will 
be announced in the May 15 issue of DIS- 
PLAY WORLD. The judges are Milton 
Reynolds, R. C. Kash, editor, DISPLAY 
WORLD, and a non-partisan retailer. 








CASH AND TROPHIES 

First prize—$50 in cash, the Milton 
Reynolds trophy, and certificate of 
achievement. 

Second prize—$25 in cash, a valuable 
trophy, and a certificate. 

Third prize—$10 in cash, trophy, and 
certificate. 

This contest will benefit your store, 
your particular department, and your- 
self. But there are only thirty days 
remaining in which to get your entry 
in to DISPLAY WORLD; the contest 
closes promptly after April 15. Read 
the rules, and get your entry in the mail 
promptly. 








All entries must be sent to DISPLAY 
WORLD, 1209 Sycamore street, Cincinnati, 
Ohio, not later than April 15, 1938. Each 
entry will be acknowledged promptly and 
winners will be notified when the judging is 
completed. 

Someone will win these awards, and it 
may be that your entry will come in first. 
Don’t forget that little improvements or 
changes that perhaps mean little to you be- 
cause of your nearness to the scene may 
contain ideas and suggestions that may loom 
with considerable bulk in the eyes of the 
judges. Remember, too, that size of store 
or sign department definitely is not a factor 
in the contest. Everyone has an equal 
chance. 





Stensgaard Opens Offices 


In New York City 

W. L. Stensgaard & Associates, Inc., Chi- 
cago, consultants in merchandise presenta- 
tion and display merchandising, held a pre- 
view of the newest trends and modern con- 
cepts of point-of-sale promotion in conjunc- 
tion with the opening of larger New York 
offices on the forty-sixth floor of the RCA 
building, on Thursday and Friday, March 
10 and 11. New York retail executives and 
executives of leading manufacturers attended 
the two-day opening. 

According to Stensgaard, leading retailers 
and manufacturers are rapidly recognizing 
the value of dramatized display in both 
windows and interiors, and are depending on 


it to improve selling efficiency, consequently 
lowering selling costs by obtaining increased 
sales. 

“This growing conviction regarding the 
power of dramatized merchandise prcsenta- 
tion to produce immediate and increased re- 
results, especially in the face of declining 
sales volume,” he said, “has encouraged our 
organization to expand its Eastern office and 
service facilities.” 

One of the notable features shown in the 
preview was “Venus in Red Cherry” carved 
by the eminent artist, Carl Hallsthammar, 
who is associated with the Stensgaard or- 
ganization. This carving won the Logan 
prize at the Chicago Art Institute last No- 
vember. Another original carving by Halls- 
thammar characterized a group of Civil War 
veterans. 

Another associated artist of national rep- 
utation whose work was on display is George 
Petty, whose Jantzen billboard figures were 
shown in full relief “Min-Events” about 
half life size. 

Established in 1931, the Stensgaard or- 
ganization now includes a specialized per- 
sonnel of more than 200 merchandising, pro- 
motion, and display executives, designers, 
artists, and craftsmen. With the general 
offices in Chicago, the scope of its services 
comprises all elements dealing with modern 
merchandise presentation, product design, 
package design, display promotions, sales 
promotions, sales plans, architectural lay- 
outs, etc. W. L. Stensgaard, president, has 
been in this field for more than twenty 
years, serving, up to the time of establishing 
this business, several leading national retail 
and manufacturing concerns in sales pro- 
motion and merchandising capacities. 





Displaymen to Exhibit 
Novel Compositions 


An exhibition of display compositions by 
James David Buckley, assisted by Robert 
Riley, will be shown in the seventh floor 
galleries of La Maison Francaise in Rocke- 
feller Center, New York City, March 25 to 
April 10. The showing will be an effort to 
present window display as an art in ‘ts ow! 
right, and will comprise sketches, photographs, 
and actual reproductions of original works 
as they have appeared in Fifth avenue wi- 
dows, together with new projects including 
experimental studies in a technique for dis 
playing men’s apparel. 

A distinguishing feature of Buckley’s woth 
is a sense of fantasy and satiric humor that 's 
best expressed by such oddities as whimsical 
ladies of birch bark, with real butterfly coif- 
fures, playing around large mushrooms ™ 
filmy evening gowns; a straw merman emerg- 
ing from the water and holding beach wea 
aloft on his trident; or a furclad manne 
quin in an antique sleigh drawn by phcasants. 

Buckley and Riley are at present in charge 
of display at Bergdorf-Goodman’s, New York 
City. 
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Karlstadt Company 


ls Formed 

B. D. Karlstadt, official displayman for 
the paint manufacturing and retail paint in- 
dustries in the Eastern district, recently 
opened the B. D. Karlstadt Window Adver- 
tising Company at 46 East Twenty-ninth 
street, New York City. Associated with 
him as partner is Frank Solomon, display 
specialist for fifteen years with the Fort 
Howard Paper Company, New York City, as 
well as for a number of advertisers as de- 
signer of their master displays. 

Besides the paint group, manufacturers in 
the watch, clock, cosmetic, beverage, drug, 
and food fields have been added as clients. 





Extensive Southern Coverage 
For Rawson-Morrill 

Rawson-Morrill, Inc., Commercial Ex- 
change building, Atlanta, Ga., is planning to 
open 2 window display installation depart- 
ment covering the entire Southeastern sec- 
tion oi the United States, according to R. 
M. Van Leer, who has charge of installation 
for the firm. At the present time the com- 
pany operates a bonded window display serv- 
ice covering Tennessee, Alabama, North and 
South Carolina, Georgia, and _ northern 
Florida. 





New Quarters 
For Ames 

The Ames Metal Moulding Company, Inc., 
manufacturer of metal-covered moulding, has 
moved into new and much larger quarters 
at 225 East 144th street, New York City. 
Manufacturing facilities have been increased 
by adding new machinery and approximately 
100 new shapes of mouldings have been added 
to the firm’s line. A new catalogue showing 
the entire line in actual size is available on 
request. 





Annual Display Exhibit 
For Babson Institute 

More than one hundred outstanding exam- 
ples of store and window display materials 
were shown in the fourth national exhibition 
of window and store advertising displays at 
the Babson Institute, Wellesley Hills, New 
York. The exhibit ended March 15. Window 
cutouts, counter cards, display containers, pos- 
ters, etc., as used by leading manufacturers, 
comprised the display. 





"Easter Panorama" 
For Baton Rouge 

Merchants and displaymen of Baton Rouge, 
La, are cooperating in plans for an “Easter 
Panorama” to be held the evening of March 
17, Handled in much the same fashion as 
formal spring and fall openings in larger 
Cities, the principal street will be kept free 
of traffic on the night of the “Panorama,” 


and all windows will be unveiled at a given 
moment. 





B. H. Livingston 

Promoted 

Formerly in charge of display and assistant 
promotion work, B. H. Livingston has been 
appointed advertising and promotion manager 


for the Des Moines, Iowa, store of Sears, 
Roebuck & Co. 
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NEW! UNIQUE! 


eLAMBS eBIRDS eCOLUMNS 
eHANDS eSTORKS ePLAQUES 
OF SUBSTANTIAL, REINFORCED PLASTIC 


Give your windows snap and sparkle with these novel and distinctive plastic innovations! 
An endless variety of displayers is obtained by using these plastics in combination with 
glass shelves and rods. Arrange them as you wish for unusually effective accessory display 
units, or use them as decorative trims for entire windows. Standard finish, white, but any 
color treatment can be furnished on order. Surprisingly reasonable in price. Write for 
literature today! Attractive Proposition for Display Dealers and Jobbers. 


KLEINER-NAYTHONS DISPLAY FIXTURE CO. 


Creators and Manufacturers 
205 N. 13TH STREET PHILADELPHIA, PA. 
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— This realistic three- 
dimensional effect of a 
horse's head thrust 
through the stable door 
is a hundred-to-one bet 
to stop masculine atten- 
tion and direct it to 
Crab Orchard whiskey. 
The reproduction of Man 
o' War's head was made 
direct from a color pho- 
tograph of an original 
oil painting. Display by 
Einson-Freeman Co., Inc., 


Long Island City, N. Y.— 


— Direct color photog- 
raphy and the deep-etch 
offset process of lithog- 
raphy are combined in 
the Schaefer beer dis- 
play. Because of its co- 
operative angle, the dis- 
play makes a strong ap- 
peal to the dealer as well 
as the consumer. At least 
twelve other products are 
associated with the bev- 











—More than 100,000 copies of the "Maine potato 
boy" have already been placed in grocery stores 
throughout the country. A. & P. Stores have re- 
served 25,000 of the cutouts for use in New York 


FOR BETTER BRUSHING USE 


opfy lactic 


brush has round end bristle 


4 other tooth 








—The package in the 
Pro-phy-lac-tic display 
leads the eye to the 
gleaming teeth of the 
girl. A merchandise 
“post script is added 
to the unit by the small 
illustration of a can of 
tooth powder in the 
lower left hand corner. 
Display by Einson-Free- 
mon— 


erage. 
son-Freeman— 


district stores. A Chicago jobber reports the sale 
of three carloads of potatoes directly attributable 
to the display, which is by Einson-Freeman— 


Display by Ein- 


—H. W. Morton, The Coleman Lamp & Stove Company, Wichito, 
Kan., is responsible for the handsome new setting used to display Cole- 
man oil-burning heaters. The unit eliminates the cost of shipping all 
the heaters covered by a particular model. One heater is shown in 
full size, with the others illustrated by photographic blow-up transpar- 
encies in natural color. The entire display folds up without being dis- 
mantled and slides into a regular shipping container. Less than three 
minutes’ time is required to set up the display— 
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From the Other Side 
Of the Window 

Display and displaymen of Cedar Rapids, 
Iowa, were thé subjects of a feature article 
appearing in a Cedar Rapids newspaper dur- 
ing February, three full columns and sev- 
eral illustrations being shown, according to 
H. A. Fitzsimmons, Armstrong Clothing 
Company, of that city. Fitzsimmons also 
took the opportunity to get in a good “plug” 
for ‘he Crandic Display Club, composed of 
displaymen of Cedar Rapids and Iowa City. 

The article summed up the activities of a 
busy displayman, told of the necessity for 
long-range planning, the eternal search for 
novel ideas, and mentioned the elements that 
go into a good display. One paragraph told 
the whole story: “For versatility laurels 
among Cedar Rapids’ professional men, we 
nominate the window decorators. They’re 
artists, designers, mathematicians, painters, 
trimmers, merchandisers, carpenters, psy- 
chologists, electricians, diplomats, public ad- 
visers, salesmen and advertising men, al! 
rolled into one.” 





Bonwit Display Director 
Addresses Uptown Guild 

Tom Lee, display director, Bonwit Teller 
& Co., New York City, recently spoke on 
display before an audience of retail execu- 
tives, members of the Uptown Retail Guild. 
Lee stated that “the only type of display 
that offers real competition to your neigh- 
bors is the one built around a striking theme, 
with all display fixtures designed in the 
spirit of that theme. Themes for window 
displays derive mainly from timeliness, the 
merchandise, or stunts, with the last-named 
causing the most talk and drawing the big- 
gest crowds.” 





Huge Point-of-Sale Promotion 
For American Can 

More than $100,000 in cash and prizes 
will be awarded retailers and their em- 
ployees by American Can Company in a new 
point-of-sale promotion featuring the com- 
pany’s “Keglined” beer container. The ob- 
ject of the promotion is to bring packaged 
beer and ale to a more prominent point-of- 
sale position in retail stores. 





Hollander Prize 
To Wilcox 

The February issue of DISPLAY WORLD 
listed Arlene Olson, P. Schlampp & Son, 
Minneapolis, Minn., as winner of one of the 
cash awards in the A. Hollander display 
contest. The name should have been that 
of J. Wilcox, who directs display for the 
store in question. 





James Goold Joins 
Wallach's, Inc. 

The appointment of James Goold as ad- 
Vvertising manager of Wallach’s, Inc., New 
York City, has been announced. He will 
have charge of all publicity and displays. 


Change of Address 
For Williams 

Peter Williams, Mono Mannequins Com- 
pany, New York City, has removed to 1206 
Second avenue, at Sixty-third street. 





oy Sil Profantie ion y 
_to the Buyer and User 


DISPLAY WORLD 


SUPERVISED 
ENGINEERED PaOoUC ED 












OUR display work will have a better 

appearance — your tacking machines 
will operate more smoothly, with fewer in- 
terruptions and delays — if you insist on 
having the perfect-working combination of 
Kling-Tite Tackers and genuine Kling-Tite 
Tackpoints. 


These two Hansen-made products cre engi- 
neered, supervised and produced under one 
rcof—so that the precision and perfection of 
each product con be constantly checked 


against the other. Result—decidedly better 


These registered trade-marks 
appear only on genuine Kling- 
Tite and Hansco Tackpoint 
boxes, cs a protection to buyer 
and user. 


service! 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave. CHICAGO, ILL. 


ASK FOR FOLDER 





CE eh 


‘ 
¢ 





MALS 





HANSEN 


ESTABLISHED 1920 - REPUTABLE - DEPENDABLE 
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This Is Only One of the Many New Designs 





PK; 


* Attractive die- 
cut designs in 
continuous rolls. 








MEANS NEW IDEAS for BETTER DISPLAYS 











PK 23-SWANS — ROLLS 15” TALL - 25° LONG - WHITE $2.45 


ASK YOUR JOBBER FOR THE NEW PK SPRING CATALOGUE 


OR WRITE DIRECT TO 


DIS-PLAY-WELL, Inc., 23 East 22nd St., New York, N. Y. 


OUR NEW JERSEY OFFICE—969 McCARTER HIGHWAY, NEWARK. N. J. 
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IBCOFOIL 



























Mouldings by 
BERLIN assure 
you of superla- 
tive quality from 
wood core to lac- 
quer or foil finish. 
Enlarged line in- 
cludes complete 
range, Gold, Silver, 
Copper Foil, Bright and 
satin finish. New Pyrox- 
olin colors meet every 
requirement of the trade. 
Circulars & Prices on request. 
Dealers write for discounts. 











IRBECO 
CHROME MOULDINGS 


An Irving Berlin Product 
The tops in moulding quality. A 
chrome finish moulding that holds 
its lustre. All mouldings can be had 
to your specifications. LOOK for our 
New Line of Hollows and Snap-Ons. 


Our No. 606 


Per 100 Ft. 
“4” $4.00 
. $5.00 
led $6.00 


The first thought for Artists’ and Sign Writers’ Su 











ier 









314 W. 44th ST. new YORK CITY, 





CARDCRAFTS 


Presents 


---SHOW CARD BOARD 
SIGN BOARD 
DISPLAY BOARD 


With a fine surface finish that meets 
every requirement of ARTISTS, SIGN 
PAINTERS and SCREEN PROCESSORS. 


CARDCRAFT BOARDS 


eAbsorb Colors Perfectly 
eAssure Perfect Registration 
eCost No More 

24 Brilliant Colors 8 ply to 28 ply 


WHITE PROCESS BOARD 
8 to 28 ply and Heavier 


“—and — 
CARDCRAFT DE LUXE is an Illustration 
Board that once tried, is always used 
thereafter. 





WRITE for Samples and Color Cards 
mentioning Your Dealer’s Name 











Distributors Write Now 


Cardcrafts, Inc. 


115-117 Wooster St. New York City 
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March, the third month on our display 
calendar, is at the half-way mark, and here 
briefly the color turns to Irish green for a 
day when all the shamrocks, clay pipes, and 
harps turn on the sales pressure to stop the 
hurrying shoppers. Some history books tell 
us St. Patrick never drove the snakes out 
of Ireland because they did not exist there, 
but snakes or no snakes, I give you my 
favorite story which brings out the never- 
say-die spirit of the Irish: Pat was out of 
work and after walking most of the day in 
quest of a job, he became quite discouraged, 
and as he passed by a church he mumbled 
these words: “Lord, I wish I were dead!” 
Looking down from the top of the church 
steeple were two steeple-jacks anxiously 
watching the downward course of a brick 
that had slipped from one of their hands. 
When they saw a mere speck of a man fall 
to the sidewalk, they knew the worst had 
come. On the sidewalk lay poor Pat. A 
true son of Erin, he wiggled, rolled over, 
rubbed his head, pulled himself to his feet 
and glanced skyward, shouting loudly: “God, 
can’t you take a joke?” 

Did you ever stop to consider that little 
chromium hammer that most displaymen 
carry in their vest pockets? It keeps its 
head; it doesn’t fly off the handle, and it’s 
the only knocker in the display field that 
does any good. Next time you feel like 
knocking the roof off someone, just reach for 
the hammer and consider it. 





An interested observer at the Chicago con- 
vention asked me this question: “Why it is 
that displaymen have to be in a room at a 
certain time of the day to elect the men they 
wish to have serve them as officers of the 
I. A. D. M?” Before I could think of an 
answer, he added this thought which struck 
me as sound: “Why can’t they vote in a 
couple of election booths set up and super- 
vised like a regular election from 9:00 in 
the morning until 6:00 at night?” After 
thinking this over and oddly remembering 
the last election where a mere handful 
elected the officers of the association (fifty- 
six votes by displaymen, to be exact, al- 
though the attendance at the convention 
reached nearly 1,000), I believe this sug- 
gestion has merit. Most displaymen attend- 
ing recent conventions found it hard to set 
aside the third afternoon to elect the officers. 
Many leave before Wednesday afternoon, 
especially those from distant points. Others, 
realizing the time of closing to be near, 
devote that afternoon to last-minute pur- 
chases. 

Displaymen attend conventions to repre- 
sent their firms mostly in the purchases of 
new equipment and by Wednesday afternoon 
many decisions amounting to thousands of 
dollars have to be made. Unfinished business 
is foremost in their minds, so they pass up 
the election to be loyal to their firms. Thus, 
we find the most important function of our 
national association, its leadership, left in 


the hands of a mere minority of those jn 
attendance at the convention. If we ever 
hope to grow into a strong national organi- 
zation we must cherish the ideal that the 
I. A. D. M. belongs to the membership as a 
whole, not to any one individual, group, or 
display club. 





A young, energetic displayman started his 
career by listening to the boss tell him of 
his various duties to perform around the 
store. The boss, after giving him a long 
list of jobs, finished and told the young dis- 
playman to go to work. He turned to the 
boss and asked this question: “What about 
shoveling the snow?” The boss looked at 
him blankly and said, “Snow! There is no 
snow; this is July!” The definitely 1938 
displayman replied, “No, but by the time 
I’ve finished all these jobs, there will be!” 





A merchant recently asked me this ques- 
tion: “Why are displaymen so discontented 
with their jobs?” I told him I thought it 
was simply this: “Displaymen are ambitious 
and want to get ahead.” A _ discontented 
displayman does not mean a mediocre dis- 
playman. Many men in display are doing 
excellent jobs in their present positions but 
still are discontented due to the fire of ambi- 
tion that burns in their souls. A displayman 
who makes $25 per week, is married and liv- 
ing in a ‘two-room apartment, is discon- 
tented because he wants a better place to 
live, perhaps a home with a back yard so 
he can plant some flowers. The displayman 
who has a home with a back yard full of 
flowers is discontented because he wants to 
buy a cottage on a lake or move into a 
newer home with a den in the basement. 
These discontented displaymen, each one dif- 
ferent, depending on the individual and his 
wants, are not to be discouraged. It is per- 
fectly normal to be ambitious, but the danger 
of discontent lies in the habit of letting up 
on your present position, and when you do 
that you cease to be ambitious. The display 
profession needs ambitious displaymen who 
want to get ahead in life. When the day 
comes when all displaymen will be satisfied, 
the display profession will cease to move for- 
ward. Discontented displaymen who work 
hard at their present jobs will keep display 
moving onward and upward in the business 
cycles of this nation. 





Some twenty-three years ago this month 
the Czar of Russia abdicated his throne, 
which act concerns us as displaymen very 
little, but a recent Associated Press item 
from Moscow had this to say: “Sixteen new 
death sentences were made known today for 
various offenses, including: stocking stores 
with buttons nobody wanted, failure to stock 
stores with adequate goods for which there 
was a demand; storing window dummies in 
cellar, where they were ruined by flood.” 
The last item makes us reflect just how 
serious a crime this would be in any store 
in this country. A displayman respon-ible 
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for this offense would get perhaps a slight 
ribbing in the boss’s office and the most 
would be a loss of his job. A displayman 
responsible for this in Russia pays with his 
life! 

So what? This being the popular Amer- 
ican expression of today, as an excuse for 
thinking I shall use it here; but let us think 
this over for a minute. Will the day ever 
come when an American displayman will be 
liquidated for this offense? Will a wet pile 
of papier mache be more important than a 
human life? The answer, of course, is “no!” 
We value our freedom here, but the young 
Russian before he lost his freedom also 
would have answered “no.” Before he lost 
it, he was interested in display, not in what 
the government was doing, but strangely the 
Russian government later became intensely 
interested in him. 

Many displaymen of today, when thoughts 
of iocal, state, or national politics are merely 
mentioned, nonchalantly say, “So what?” 
They then quickly add that they are inter- 
ested in display, not politics; but so was the 
Russian displayman. We displaymen, re- 
gardless of how interested we become in 
display, must never lose sight of our own 
civic responsibility. The Statue of Liberty 
is built of finer stuff than papier mache and 
so are the men who today are fighting to 
uphold the cause of freedom. It’s yours to 
decide who these men are before you go to 
the polls this spring. 


“Leftovers” are the things mer- 


chants select for the windows. 


poor 


We pause this month to pay tribute to a 
man who has helped the cause of display by 
his comments upon the windows of the 
city that most displaymen dream about see- 
ing, but never reach. The windows of 
New York oftentimes described in his col- 
umn have given inspiration to hundreds of 
displaymen in every state and many foreign 
countries. His bits of news on how some 
famous person couldn’t resist a certain type 
of window without stopping to buy has cer- 
tainly added thousands to the many millions 
of Americans who window-shop for fun. A 
mere sentence in his column on some New 
York window would send thousands of New 
Yorkers to the scene to have a look. His 
short paragraphs in his daily column, “New 
York Day by Day,” on some window idea 
would instantly be put to use along the main 
streets of America. The passing of O. O. 
McIntyre from the window-shopping throng 
of New York leaves a vacant space before 
the glass to be filled by others, but the 
windows Odd MclIntyre looked into and 
wrote about will long endure as memories of 
our time in the display profession. His type- 
writer keys are silent, but his writings, his 
struggle for success, and his many years of 
hard work should be an inspiration to any 
young displayman. 

Mandel's Display Department 
Has New Director 

Miss Constance Christen, with Mandel 
Brothers’ display department for the past six 
months, has been made director of display 
following the resignation of Antimo Bene- 
duce. Miss Christen was formerly buyer of 
lamps and pictures. Beneduce, who is now 
on a cruise in southern waters, has not an- 
nounced his plans for the future. 
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Create 


SALES 
BUILDING 








If you want better results from your 
Spring Window and Store Displays, 
give them a natural, artistic setting 
with Hamburg Grass Mats — the 
close-cropped grass mats used by 
leading department stores and 








33 






DISPLAYS ‘ivauitaes 
with HAMBURG GRASS MATS 


shops. Fast color — American 
made. Two grades—32 and 56 
row. 


Specify Hamburg mats when you 
order from your local Display 
Equipment House. 


HAMBURG FLORAL MFG. CO., INC. 
HAMBURG, NEW YORK 
LARGEST AMERICAN MANUFACTURER OF GRASS MATS 








Available in four distinct 





sizes 


quins furnished with detachable bases. 


RUBBER PRODUCTS, INC., 529 S. Jefferson St., Chicago, U. S. A. 


from 














GENUINE 
RUBBERLITE 


_ DISPLAYS 


The value of Mini- 
ature 


Mannequins 
in the display of 
Dress Goods, Dress- 


es, Under Garments, 


and the like, is 
being readily real- 
ized by smart dis- 


playmen every- 


where. 


RP436 


MINIATURE MANNEQUINS 


$3.50 to $12.00—all 
Send for literature or write. 


manne- 














MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charm- 
ing, sophisticated. 

FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 

In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photugraphs 


7 West 36th St., Ws von 

















NaS, MOULDINGS 


We manufacture over 150 shapes in metal 

covered and solid metal mouldings. Bright 

and satin chrome, copper, brass, bronze, 

plated or solid, aluminum, stainless steel; 
Special orders produced quickly. 

We also manufacture perfectly 


FRAMES. 
Send for New 1938 Catalog No. 12 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
225-229 East 144th St. New York, N. Y. 


mitred 
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LIGHT... 


That’s what draws the crowd. 


COLOR... 


That’s what interests the crowd. 


ACTION... 


That’s what concentrates attention. 


SPELL-O-LIGHT 


ELECTRICAL CONTACTS 
AND COLOR FLASHERS 


provide you with 25 new ideas on 
how to gain more effective displays 
at ridiculously small cost—without 
motors, without mechanism, with- 
out wiring; maintenance free. Fully 
automatic. Adjustable timing. Clever 
sequence arrangements. In handy 
unit form. Write for details. 


BESBEE PRODUCTS CORP. 











TRENTON, NEW JERSEY 


FREE COPY! 


Daily’s NEW 





GET 
YOUR 










SI IS 4 1938-39 
wee enials CATALOG 





Just off the press! New items! 
Low mail-order prices! 176 
pages of~supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L.Daily.ine. 
122 East Third St., Dayton, O. 


o aymose 
earese! = 








IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 














The Fountain Air Brush 


The AirBrush of the Particular Artist 





The World’s Standard Air Brush for 
Over 46 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 
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Display 
Advertising 


By M. J. KULIKOV 
New York City 


Today the universal demand is for men 
with ideas; ideas that are original, com- 
prehensive, practical. The man who is thus 
equipped is already in possession of one of 
the first essentials to success. But this is 
not enough. Of what use are these ideas ex- 
cept to the cone who conceives them, unless 
they can be adequately communicated to 
others? In other words, unless an_ indi- 
vidual can effectively express and use them: 
after all, ideas are but mental images and 
must be externalized or materialized to be 
of general service. Furthermore, they must 
be correctly, concisely, forcibly, and agree- 
ably expressed to be practical or efficient. 
This is simple in the abstract, but difficult 
to see, and more difficult still to practice— 
particularly in display, which is a wide and 
varied field, the isolation or concentration 
on any part of which weakens somewhat 
one’s mental grasp of the fundamentals of 
the subject as a whole. 

Display ideas must be efficiently expressed 
to become operative, and no set of ideas in 
life. is more insistent for a correct, concise, 
forceful, and agreeable expression than are 
these which represent the qualities of com- 
modities, or services which are to be sold 
to the public and for which the public must 
pay. 

Display is the language by which and 
with which sales ideas are expressed. This 
conception at once places display in its 
proper relation to advertising and makes of 
it a subject the knowledge of which is not 
only desirable, but essential to efficient sell- 
ing in any field. It is bad enough to mur- 
der the English language in ordinary social 
relations, but it is a poor policy indeed ruth- 
lessly to slay it in business relations with 
intelligent humans who are to see and to 
read our display copy. 

But the “copy” is only a part of the lan- 
guage of display. Many things are not best 
said in words. Pictures, for instance, are 
universal in their appeal; they are often 
more vivid than words. 

Every problem in display must deal di- 
rectly with three distinct things: the mer- 
chandise, the audience or prospective users, 
and the medium of communication. These 
in their turn include the organs or vehicles 
used to carry the message and the display. 
To understand the merchandise completely 
is of paramount importance. To know human 
emotions and actions under general and 
special conditions is necessary. Thoroughly 
to comprehend the limitations and the pos- 
sibilities of the media of display is indis- 
pensable to intelligent, economic, or efficient 
use. 

Successfully to analyze and visualize a 
commodity so that its selling qualities in 
the sequence of their importance present 
themselves to the mind is the result first of 
a special gift for analysis, but it is also the 
result of habit, as is most everything we 
do. The danger of selecting always the too 
obvious or the hackneyed, such as the use 
of palm trees to sell Palm Beach clothing 
or the customary life preserver in a window 
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PHOTO-BLOWUPS 
STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 
Sepia or Monotone 


Blowups are widely and 
effectively used in show 
windows, store interiors 
and for exhibits. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 




























SPRING AND S 


DISPLAY BACKGROUNDS 
NALCO BLOSSOM PANORAMA 
NALCO SURF PANORAMA 


Executed in Natural Colors on 4-Ply Flex- 
ible Paper-board, in roll form. Send for 
Descriptive Illustration 


Sold Through Authorized Distributors 


Baltimore—Becker Sign Supply Co. 
Boston—New England Decorators Supply Co. 
Chicago—Display Paper Products Co. 
Cleveland—Superior Textile & Display Co. 
Dallas—Marshal E. Moody. 
Detroit—Display Creations, Inc. 

New York-—Nalco, Inc. 
Philadelphia—Display Center of Philadelphia 
Pittsburgh—DeWeese Display Equipment Co. 
Portland, Oregon—Display Products Co. 

} Canada: Winnipeg—Winnipeg Map & Blue 
Print Co., Vancouver—J. G. Frazer, Ltd. 


ER ALCO incoavonsts 


116 EAST 27™STREET 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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INTERNATIONALLY FAMOUS 


DISPLAY MATERIALS 
MUST BE GOOD 


TO HAVE SUCH 
POPULAR DEMAND 


@Reytrim @Reytrim Awnings 
@Reycraft eVenetian Blinds 
@Reycurv @Picket Fence 
e@Ripplewave @Rey-Edge 
@Embo-Wave @Gummed Moulding 


@Giant Ribroll e@Crepe Papers 


The Reyburn Manufacturing Co., Inc. 
DISPLAY DIVISION 
SHOW ROOMS AND WAREHOUSES 


106 Seventh Ave. 1100 So. Wabash 
New York Chicago 
Allegheny Ave: at 32nd St. 
Philadelphia 

















MANIJFACTURERS OF... 
CITPLAY RACKS & EASELS 


"IF MADE OF WIR? ... WE 
WILL MAKE IT TO YOUR 
SPECIFICATIONS" 


Counter, Floor and Window 
Display Ras's, Elsctric Fan 
Gu-rds, Oven Races, 


Roafrigerator Shelves .. 


MANHATTAN 
WIRE GOODS CO. 


21 West 17th Street 
New York City, N. Y. 
CHelsea 2-8727 














For Quiet animated 
displays, use FLEXO- 
ACTION power units. 

Powerful, compact, de- 
pendable. Many speeds, 

currents and motors. 


rome wes | 


MOTORIZED 
REDUCTION 


REVOLVING 
UNITS... 


MECHANISMS 


im ai tly Seven quiet models with 
capacities of from 30 to 
1000 Ibs. Write to 


PEER te tonr GEAR CO 


211 North Morgan Street Chicago, Ill. 








BEAUTIFUL WINDOWS 


with the new 


SPELL-O-TEX 


ILLUMINATED GLASS DISPLAYS 


and 


PLASTIC VACUUM LETTERS 
Smart @ Colorful @ Modern 
Let Us Send You Literature , 

TRENTON$ 








Besbee Products Corp., NEW JERSEY $ 
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selling summer beach equipment, can only 
be avoided by practice and this practice 
should extend to all sorts of commodities 
and under all sorts of conditions. In vis- 
ualizing qualities for exploitation, however, 
“horse sense” is a powerful accomplice and 
intuition also may become an aid to the ex- 
perienced display mind. Whatever the care, 
selecting the qualities that are to be fea- 
tured in the order of their importance plays 
a large part in successfu! display and it is 
these same qualities that the various ele- 
ments of disp!ay must express. 

For instance, the fallacy of attempting to 
express the quality of coolness or repose 
with the color red, or of cheerfulness and 
vitality with purple, should be instantly 
recognized; but it~ isn’t, always, and the 
habit of attempting to express qualities at 
random or with symbols calculated to excite 
exactly the opposite reaction from the one 
intended is still far too common. To explain 
the above statement let me quote a few 
illustrations. The use of gray color in a 
disp!ay portraying action would be very 
hurtful to the display, as gray is a slow 
color, and has no vitality or mobility. The 
introduction of a blue background into a dis- 
play of winter furs would create the quality 
of coolness or the opposite of the desired 
effect. 

For example, a picture presenting am ap- 
peal through the qualities of calmness, dig- 
nity, and repose may aid the mind in visual- 
izing a life of ease and retirement, but it is 
bad psychology, no matter how attractive 
and interesting it may be, to introduce it into 
a display intended to promote the sale of 
men’s or women’s sporting goods equipment. 

While there are big general laws con- 
trolling thought and its manifestations. in 
acts, there are individual characteristics-— 
racial, religious, political, social and quite 
personal--that modify these always. They 
are therefore to be taken into account in 
estimating how any individual or group of 
individuals will react to a particular stimu- 
lus that the display will present to their 
minds. 

The science of psychology is our closest 
ally in exploiting any product, but even 
psychology has to be understood and used 
with common sense. In short, experience is 
the best tcacher. provided one gradually 
learns to forget his own po‘nt of view and 
to see the other fellow’s. This finally be- 
comes a habit and one can acqu're a prac- 
tical knowledge of the psychology of display 
advertising—which means he learns to see 
comprehensively, impersonally, and humanly 
how other people think and how they act 
under given conditions. 





THINK! 
DISPLAY CREATORS SHOW TODAY 
‘aw Yana | GOODMAN ROTARIES e 


On New York’s Own 5th Avenue ,* 
Turntables can be sprayed to 
match any color background; en- 
abling also the displayman to 
spotligh’ any girment when Good- 
man Patent Sleeve Forms are used. 
Literature on request for: @ The 
sleeve form of 100 shapes @ Illu- 
minated Retaries © Standard turn- 
ie tab’es—sturdy, silent @ Mystery 
= —§ Motion—a unique displayer. 


Goodman Flexible Sleeve Form Co., Mfrs. 
Rotary Display Specialties 


19 W. 34th Street New York, N. Y. 
Visit Our Showroom for Demonstration! 
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Up-to-date 
silk screen methods 


Improve your results with the many 
tips on latest silk screen printing 
process methods and details given in 
this complete manual. 


Just Published 


The SILK SCREEN 
PRINTING 
PROCESS 


By J. I. Biegeleisen, Instructor at New 
York School of Industrial Art, and 
E. J. Busenbark. 195 pages, 6x9, 
SIS fo dawanccanvievea en awaer $2.75 


ERE is a concise, practical manual especially 

suitable for shop men who want to refer quickly 
to details of modern practice and special problems 
in silk screen printing process, also for those who 
wish to study this popular art and increase their 
proficiency. The book describes all types of equip- 
ment and materials, how to handle them, and how 
to perform each step in preparing, printing, and 
finishing various kinds of work. 


Everything from fundamentals to such special sub- 
jects as textile printing is covered with step-by- 
step explanations. This is the first book to cover 
in great detail such subjects as the preparation of 
the original drawing, the film method, the register- 
ing of colors in multi-color work, the actual print- 
ing operation, the finishing and die-cutting of dis- 
plays, etc. 


Cowers 


—how to handle oil paints, metallic paints, water 
colors, lacquers, doping agents, driers, glass-etch- 
ing compound, etc. 


—how to print on chipboard, show-card, corrugated, 
and other board surfaces, glassy surfaces, felt, 
metal, wood, etc. 


—how to make single-screen, resist, film, celluloid, 
photo and other stencils. 

—how to lay out drawings, blend colors, weather- 
proof displays, do imitation frosting, etc., etc. 
Sent for examination so that you can 
decide whether cr not it can help you; 
send no money, just mail the coupon, 

today. 
McGRAW-HILL ON-APPROVAL COUPON 
McGraw-Hill Book Co., Inc., 
330 W. 42nd St., N. Y. C. 


Send me Biegeleisen and Busenbark’s The Silk 
Screen Printing Process for 10 days’ examina- 
tion on approval. In 10 days I will send $2.75, 
plus few cents postage, or return book postpaid. 
(Postage paid on orders accompanied by remit- 
tance.) 


Name . 
Address 
CI Ei OO | 5 ok 5k Sos Bec oe eke eens akeadeeds 


WOGIMORS. c55cv ese 


Company ..... DW-3-38 
(Books sent on muna in U. S. and Canada only.) 
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@ CRASHES 
ee @GRASS MATS 
@BEACH CLOTHS 


MAHARAM @DISPLAY FABRICS 
CAN FILL @ LEATHERETTES 
EVERY @MATEX PLIPFILM 
DISPLAY @ CHROME PRODUCTS 


| @CORK PRODUCTS 
NEED @ BAMBOO PRODUCTS 
@COMPRESS SISAL 
eecailes @ CEL-O-GLASS 
@ DISPLAY PAPERS 
and Prices @BUTTRESS BOARD 
on @ MOULDING 
Request @ WALLBOARD 
@DIE CUT LETTERS 





NEW YORK—1!130 WEST 46TH STREET 
Chicago—6 East Lake Street 
St. Louis (DeSoto Hotel) 








A COROCRAFT 
PRODUCT 





NEW SPRING LINE 
FEATURES 


SPECIAL DESIGNS 


Every design is planned and executed with 
all the care and skill essential to the 
production of modern display material. 
Use COROBUFF to build outstanding and 
live displays. Every roll of COROBUFF 


is Guaranteed. 
Send for Our New Spring Catalog 
WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
175 Fifth Avenue New York 


BISPLtaAY WORLSB 
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Introduce New Line of 
Plastic Display Units 

An unusually interesting and attractive 
line of plastic display units has just been 
placed on the market by the Kleiner-Nay- 
thons Display Fixture Company, 205 North 
Thirteenth street, Philadelphia, Pa. In- 
cluded in the line are models of lambs, 
birds, and storks, as well as columns, 
plaques, and hand displayers. These units 
are made of a substantial, reinforced plastic 
that makes them wear-resisting for longer 
life. 

The entire line was designed with the 
idea of permitting a wide variety of usage 
and effects by using them in combination 
with glass shelves and glass rods. They 
are suitable alike for accessory display 
units, show case and ledge trims, or to pro- 
vide the decorative treatment and theme for 
complete windows. 





Continuous Roll Designs 
Produce Varied Effects 


An interesting note in window display 
materials has been struck by Dis-Play-Well, 
Inc., 23 East Twenty-second street, New 
York City, with the “PK” line of continuous 





cut-out rolls of coordinated designs that can 
be used individually or in combination with 
any number of appropriate patterns avail- 
able. Thus an attractive summer window 
can be assembled quickly from lattice and 
flowers, picket fence, swans, flower borders, 
etc. About fifty designs are now available. 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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—The display shown above was created by Jack Dean, Brooks Clothing Company, Los Angeles, 
Calif. The stop and go signal, identical with those in regular use in Los Angeles, was wired 
with the window lights to flash signals every thirty seconds— 
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Two More Clubs Apply 
For |. A. D. M. Charter 

Display clubs in Omaha, Neb., and Mem- 
phis, Tenn., have applied to the International 
Association of Display Men, St. Louis, Mo., 
for charters of affiliation with the national 
body. Those signing the application from 
Omaha were as follows: H. R. Lawrence, 
president, N. T. Olsen, secretary, E. M. Fratt, 
Frank Fiala, F. W. Oltmanns, C. V. Mere- 
dith, J. D. McComb, W. W. Bourbeau, K. E. 
I. Kerd, Ralph .Charfeild, H. L. Plambeck, 
E. &. Olsen, Byran H. Minter, and G. W. 
Walcott. 

From Memphis: James D. Sims, president, 
Louie K. Cochran, secretary, W. C. Schulen- 
berg, B. H. Carbery, J. F. Bronsing, Joseph 
McKempie, W. D. King, J. P. Pruault, J. R. 
Davis, Walter Wainright, W. R. Howell, 
Emile F. Friedel, M. B. Brown, Al Patterson, 
M. Miller, W. H. Walker, and George R. 
Douglas. 





Suggestions For Spring 
Mailed By Upson 


An interesting mailing is being made by 
The Upson Company, Lockport, N. Y., to its 
list of display managers and national ad- 
vertisers. It consists of a packet, togged 
out in fresh spring colors, showing a wide 
variety of window and store display sugges- 
tions for the season. 

The packet is unique in character because 
each individual illustrated section is per- 
forated, thereby permitting the entire piece 
to be quickly separated into parts and filed 
under classified headings. 





Lord & Taylor Bell Display 
To Be Used in France 


The Galeries Lafayette, Paris, France, will 
repeat for Easter the remarkably successful 
bell display featured by Lord & Taylor, New 
York City, during the Christmas season. 
The series of windows, which drew nearly 
half a millions letters, telegrams, and com- 
ments while on view in New York City, 
showed nothing but huge golden bells swing- 
ing to and fro, while concealed amplifiers 
broadcast suitable music. 





Photography Year Book 
Source of Inspiration 


The Photography Year Book—1938, pub- 
lished by Cosmopolitan Press, Ltd., 48 Fetter 
lane, London, England, provides a remark- 
able source of inspiration for displaymen in 
its photographs of subjects ranging from 
fashions to landscape studies. Backgrounds, 
ideas for blowups, and complete display 
settings are suggested by a study of the 
1600 photographs. The book, edited by T. 
Korda, contains 470 pages, and sells for 21 
shillings (about $5.25). 





Whyte, Inc., Los Angeles, 
Has New Supterintendent 

Samuel Brown, for many years identified 
with the display field in the mid-West, has 
recently been appointed shop superintendent 
for Whyte, Inc., Los Angeles, Cal., manu- 
facturer of modern displays. 
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« PAT. OFF 


hansbucent LAMICOID 





for Luminous Display Panels 





...a@ new plastic sheet material 
with 8 outstanding advantages 


TRANSLUCENT LAMICOID is good news for 
displaymen! This flexib/e laminated plastic sheet 
gives you a real jump on competition—with 
radiant indirect lighting effects...greater 
flexibility of design...more durable displays. 


Non-shatterable 


Light in weight 
Smooth, rich finish 
You get a lustrous surface material which 
can be curved or machined, printed or engraved 
...is not only lighter but non-shatterable! 


Think what this means for your next display. 
An illuminated amber column...or a curved 
white lighting panel. A sparkling red name 
plate...or a colorful illuminated map. 


White or brilliant colors 


f. 
z. 
3. 
4. 
5. Non-inflammable 
6. 
7. 
8. 


Low in cost 


You can fully appreciate these possibilities 
when you see the samples. Use the coupon 
below, NOW! 


Readily curved and machined 


Easily printed or engraved 


SEND FOR SAMPLES LAMICOID 


MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 
Send me samples, prices and complete data on Translucent Lamicoid. 


Name Company 











Address. 





Dw 3-36 
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ST. LOUIS TO MAKE BID 
FOR 1939 CONVENTION 
[Continued from page 16] 

for it is the Department of Justice structure, 
decorated entirely with aluminum. Next to 
the Apex building of the Triangle stands the 
Archives building, severe in lines but regarded 
as one of the outstanding structures of all 
times. Those who visit the Federal Building 
Triangle will find within its six units such 
features as art work done by famous 
sculptors and painters, the most elaborate 
suite of Government offices in the country, 
eight-story lighting fixtures, the most modern 
cafeterias in the United States, and one of 
the largest heating plants in the world. 

At the Mayflower hotel, according to Syl 
C. Rieser, executive secretary, I. A. D. M., 
500 rooms have been made available for dele- 
gates at the following rates: Single sleeping 
rooms, $3.50; double rooms, $5.50; double 
rooms with twin beds, $6.00. All sample 
room reservations must be made through I. 
A. D. M. headquarters rather than through 
the hotel. Referring further to hotel accom- 
modations, Rieser states that 3,000 rooms are 
to be found in recognized hotels within a 
radius of four blocks of the Mayflower. 

The American Express Company is plan- 
ning to offer displaymen attending the Wash- 
ington convention a round-trip, conducted tour 
of Berlin, London, and Paris. A very low 
rate has been made, it is said. 





The Barber Company 
Engages Heller 

The Barber Company, Inc., Philadelphia, 
Pa., manufacturer of roofing, flooring, con- 
struction, and road surfacing products, has 
engaged the services of Robert Heller, in- 
dustrial designer. 


DISPLAY WORLD 


DISPLAY EXECUTIVES GROUP 
PLANS JUNE EXHIBIT 


[Continued from page 17] 
displays placed in the 982 cities of the 
United States with populations of 10,000 or 
over would develop, according to the fer- 
mula set forth in the research report, a 
weekly circulation of 415,000,000. 

“Going back to your own ratio and pro- 
portion, with a weekly circulation of 415,- 
000,000, if you use 2,250,000 displays, the 
number of people passing these windows 
would be seventy times that or something 
like 29,000,000,000 weekly circulation of all 
of the windows of the retail stores of the 
United States. I am talking about a week. 
If you want to multiply that by 52, go ahead. 

“T mention these figures only to show that 
you who are interested in working with win- 
dow display are associating yourselves with 
an advertising medium that is by far the 
largest in point of circulation and coverage 
of any advertising medium in the world, not 
only in presenting the suggestion to buy, but 
also for its coincidental presentation of the 
opportunity for immediate purchase. 

“Thanks to the window display research 
report, the problems of selection of locations, 
coverage, and circulation are now more or 
less mechanical and can be set in a definite 
pattern by those who have the necessary 
tools in the way of maps and traffic and 
sales data and the necessary knowledge of 
the various characteristics of population and 
trade. 

“T have not tried to give you any sugges- 
tions as to what to do or what not to do. 
I have not tried to tell you how to trim 
windows or how to write copy for your sell- 
ing suggestions. I have only tried to give 
you a broad picture of the potential oppor- 

















OPPORTUNITY EXCHANGE 








EXCLUSIVE DISTRIBUTORS 


DISPLAY FIXTURE FIRMS add this unusual 
display idea to your line. OUR IDEA WILL 
REVOLUTIONIZE WINDOW BACKGROUNDS. 


One of the largest companies in the East is 
looking for national distribution on an unusual 
idea for WINDOW BACKGROUND SERVICE 
FOR MERCHANTS. 


Heretofore the small merchant has been unable 
to avail himself of this very necessary factor 
to his business due to prohibitive costs. Our 
plan brings this handsome display within the 
cost scope of the small merchant as well as the 
large business house. Write for information. 


“MODERN,” BOX 77 
DISPLAY WORLD—Eastern Office 
151 5th Avenue New York City 


ADVERTISING — HOME STUDY—The Adver- 
tising Miuded Displayman is qualitied to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 








FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








ARE YOU INTERESTED IN A BETTER JOB? 


Learn the display arts—expert instruction in 
WINDOW DISPLAY, DESIGN & CONSTRUC- 
TION, LETTERING and ADVERTISING ART 
under leading craftsmen. Day-Evening Ses- 
sions. Easy Terms. Placement Service. FREE 
Interesting Booklets. Broadway School of Dis- 
play Arts, 121 West 57th St., New York City. 


COURSES in WINDOW & STORE DISPLAY 
Display Card Writing, Merchandising, Display 
and Store Design, Advertising Copy and Lay- 
out. Personal Training—Individual Advance- 
ment. Resident School only. No Home Study. 


THE RAY SCHOOLS 
Dept. DW 


116 South Michigan Blvd. Chicago, Ill. 








Position Wanted—W indow trimmer, high- 
class dressy displays; 18 years’ general 
dept. store display experience. Married, 
38 years old, Gentile, American. Send 
details. “BOX E. H.,” care DISPLAY 
WORLD. 











WANT ADS 


Of all kinds, eligible for the Oppor- 
tunity Exchange. Only $2.00 per inch, 
cash with order. Forms for April issue 
close April 11. 
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tunities existing in your field. I have only 
tried to make you think. If I have succeeded 
in some small measure, I shall have accom- 
plished my entire purpose, because it is only 
by combined effort of thought and study that 
we will be able to make better use of: this 
tremendous force—window display advertis- 


” 


ing. 





"Lucite" Plastic Stands 
Enter Field 


Developed by the E. I. du Pont de Nemours 
Company and introduced by Joseph H. 
Meyer Brothers, Brooklyn, N. Y., “Lucite” 
plastic display stands have entered the cis- 
play field. Transparent plastic rods «re 
used. as uprights or circles to support <is- 
play shelves, or are formed into different 
shapes to hold gloves, handbags, and otier 
small merchandise. The rods have lustrous 
black round bases. The stands are designed 
for both window and counter use. 





Harve Ferrill & Co. 
Moves Peoria Office 


The Peoria (Ill.) office of Harve Ferrill & 
Co., with headquarters in Chicago, has been 
moved to new quarters at 111 South Perry 
avenue. In addition to rendering a complete 
installation service for central Illinois 
through this office and resident men in Dan- 
vilie, Decatur, Quincy, and Rock Island, the 
company is now stocking a complete line of 
display materials. 





E. F. Schmidt Company 
Appoints W. C. Pohrte 


The E. F. Schmidt Company, Milwaukee, 
Wis., conducting printing, lithography, cre- 
ative advertising, and art studios, has ap- 
pointed W. C. Pohrte as Chicago district 
contact man with offices in the Mallers 
building. 





Monsein Succeeds Stang 


At Gutman's 

Formerly with Gimbel’s, New York City, 
Leo Monsein has been named display direc- 
tor for Julius Gutman & Co., Baltimore, 
Md. He replaces Bernard F. Stang, re- 
signed, who has not yet announced his plans. 





New Action Mannequins 
Shown For First Time 


John Rosenberg, display director, Abra- 
ham & Straus, Inc., New York City, is intro- 
ducing new children’s action mannequins in 
his current window displays. Designed by 
Cora Scoville especially for Rosenberg, the 
figures were originated from photographs 
taken of children in different countries. 
There are twenty mannequins, each shown 
in some action pose typical of a child. 





New NRDGA Bureau Will Aid 
Smaller Stores 

The National Retail Dry Goods Associa- 
tion has announced the formation of a 1ew 
bureau, under Edward S. Kaylin’s direction, 
to provide more direct assistance in solving 


the problems of smaller stores in the re‘ail 
field. 
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Yr NY 

WINDOW DISPLAY 

CARD WRITING 

and ADVERTISING 
By Our 


HOME STUDY 
METHOD 









EASY PAYMENTS 


Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 
















@FIXTURES |@MANNEQUINS 
@FORMS @NOVELTIES 


SEGALL & SONS 


923 ARCH STREET PHILADELPHIA 
We Invite Your Inquiries 
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Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet “N”, 8 E. 415t St., New York City 


CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


More Beautiful 
N and Less Expen- 
sive than Hand 


CONLI 
ONLIN Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 




















“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 — 








WwooD EFFECT PAPERS 
DISPLAY BACKGROUNDS 


Write for Samples 


W. H. S. LLOYD CO., Inc. 


48 West 48th St. New York City 
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MEN'S WEAR INSPIRATIONS 
{Continued from page 7] 
goal posts are constructed of 2-by-4-inch 
wood strips painted white and decorated in 
school colors. 

Fourth, a display for footwear. Most shoe 
windows have a feeling of being too high, 
but the treatment shown succeeds in lower- 
ing the attention while still using the entire 
height of the window. The shadowbox ef- 
fect is constructed of light wooden frame- 
work, covered with wall board and painted 
The scene should be painted on wall board or 
canvas in a light monotone effect. Lights 
are placed along the top edge of the shadow 
box to illuminate the shoes. The construc- 
tion of the platforms, which should be made 
as independent units to enable an _ inter- 
change of positions from week to week, may 
be light wood framework, wall board, or 
similar material. 

Next, a display for hats. Of particularly 
simple construction, the single unit is made 
up of 1-by-6-inch wood boards painted 
white. Wall board panels are used for copy, 
and each of these may be painted a different 
color to distinguish it from the others. The 
profiles in the center are cut of 3-inch ply- 
wood or wall board with a walnut finish. 

For the display of summer accessories, the 
tall panel at the left is of 1-by-2-inch wood 
construction, covered with wall board. The 
center and right hand panels are of the same 
construction, except that the two cutouts are 
made of 3-inch plywood and inserted as 
shown. Large wooden buttons may be used 
to represent rivets in the center panel. In 
the foreground is a large wooden hoop, 
across which is strung tightly woven half- 
inch natural-colored rope. Merchandise is 
placed directly on this net, as well as on 
the floor of the window to the right and left. 
A light-colored drape is used at the sides 
and at the back. 





Bonwit Teller Features 
Translucent Settings 

Eight of the Fifth avenue windows of 
Bonwit Teller & Co., New York City, con- 
sidered by many as being part of the most 
valuable window space in America, were 
devoted to the Grecian motif early in March 
and made excellent use of Lamiluxe for 
translucent background effects. Tom Lee, 
display director, designed the displays. The 
entire construction was in charge of Edward 
H. Ballenger. 

Two illuminated columns 72 inches high, 
well spaced apart, were surmounted by a 
luminous cross-bar, of about the same di- 
mensions as the columns, in a “champagne” 
shade of yellow. The remarkable diffu- 
sion of light from lamps concealed inside 
the columns and the cross-bar, all made 
of fluted Lamiluxe, was a feature of the 
treatment. Surrounding the columns in some 
windows were brown silk ribbons draped in 
criss-cross fashion and intertwined with thin 
floral wreaths. In other windows Lamiluxe, 
lighted from behind, supplied novel and at- 
tractive backgrounds for other spring mer- 
chandise. 





SEE THE NEW 


BRISCHOGRAPHS 
at your dealer or write 
The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 











GIANT PHOTO). 
ENLARGEMENTS: 


UP TO ANY SIZE—ANY QUANTITY 
A complete Photo Service for all your 
Needs—Transparencies—Murals—Copies 
—Mounting—Black and White—in Color 
and Monotones. 
eo-—— 
ANIMATED WINDOW DISPLAYS— 
BACKGROUNDS — ART WORK — 
LETTERING —BANNERS—CUTOUTS 
oo 
SILK SCREEN SIGNS 
IN ANY QUANTITY 
nee? ne 
DISPLAYS 
BUILT TO YOUR SPECIFICATIONS 


Low Quotations 


SATISFACTION GUARANTEED ! 


LAN IAN VY. JIN B 
LAN BAY Qed BLT 
525 West 45°" ST... W7¢ 


Write For Our 


What MOTION ? 
what speed 
WRITE us your display anima- 
tion problem. State what motion 
you want and we will tell you 
which standard SpeedWay “Flea 
Power” Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for DIS- 
PLAY ANIMATION. 


Write for New Catalog Sheets! 


SpeedWay Mfg. Co. 
1879 S. 52nd Ave. CICERO, ILL. 


WATER PUMPS 
for Water Action Displays 


Fountains, waterfalls, cascades, etc. Miniature 
and large circulating pumps, fountain color- 
changing equipment, statues, etc. 


Send sketch of project for quotation. 


G. B. SPIEGEL CORPORATION 


521 W. Monroe St. Chicago, Ill. 











You spend good 
money for adver- 


oe tising cutouts or 
ee EASELS eee 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 


























































































Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C: Air Brushes 

() Airpainting Equipment 
(1 Animated Signs 

() Artificial Flowers 

() Artificial Snow 

.) Backgrounds 

() Background Colors 

(} Background Coverings 
[] Booths, Floats and Exhibits 
[] Brushes and Pens 

[] Card & Mat Board 

[] Cardwriters’ Materials 
[) Color Lighting 

[] Crepe Papers 

[) Cut-out Letters 

[] Cutting Machines 

[] Decorative Papers 

() Decalcomania 

[] Display Furniture 

[] Display Forms 

[] Display Racks 
Drawing Boards 
Enlarging Projectors 
() Fabrics and Trimmings 
') Fixtures 

CO Flags and Banners 

L) Foils 

CJ Fountains 

Grass Mats 

[] Invisible Glass 


OO 





0 


() Lithographed Displays 
[) Manneauins 
[° Mou'dings 
[) Metal Sheets 
CL) Millinery Heads 

CL) Motion Displays 

() Motion Mechanisms 

CL) Natural Foliage 

CJ Pageants & Exhibits 

[) Plaques (Window) 

CL) Papier Mache Specialties 
L) Photographic Blowups 

|_ Plastic and Composition Pieces 
( Price Cards—Tickets 

L) Price Ticket Holders 

[| Sale Banners 

() Socks—Window 

[1 Show Cards 

C) Show Card Colors 

(J Show Cases 

[) Show Case Lighting 

O Signs—Carda Holders 

') Signs—Brass—Bronze 

CL) Signs—Electric 

(3 Sleeve Forms 

(0 Stencil Outfits 

C) Stock Posters 

CL) Store Designing 

] Store Fronts 

CL) Tackers 

(] Time Switches 

CL) Turntables 

[; Valances 

C) Wall Boatd 

CL) Window Drapes 

CL) Window Lighting 

[] Wood Carvings 


() Do you wish a copy of their catalogue? 
CL) Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
Se eae ees ee ea eae eae eae ae eee e 
Firm 
Display Manager 
Bivect........ See atte 
City State 
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Acme's New Corrugated 
Named "Redi-Trim" 

Acme Window Display Service, Inc., 305 
East Forty-sixth street, New York City, has 
just introduced a new and improved corru- 
gated display material, to be known as 
“Redi-Trim.” Advantages claimed for the 
new material are greater strength because 
of heavier sulphite stock for corrugated and 
backing sheets, positive adhesion of corru- 
gated sheet to the backing paper, and greater 
consistency of color. An unusual feature for 
the convenience of the displayman is the 
printing on the back of two fonts of type 
numerals, punctuation marks, numerous sea- 
sonal designs, and guide marks, which can 
be easily cut out and mounted as necessity 
demands. This new material comes in 30-, 
48-, and 60-inch widths in both dull and 
gloss finishes, in a wide range of colors 

The complete spring and summer line of 
“Redi-Trim” products is illustrated in full 
color in a folder and catalogue just off the 
press. The folder gives a full swatch of 
colors available in the corrugated display 
paper, plus similar swatches for crepe paper. 
The catalogue shows in detail many varied 
panels for spring and summer displays, as 
well as illustrating colors and finishes of 
leatherettes, papers, etc. Copies will be sent 
on request to the company. 





Fishermen's Week 
April 23-30 

With the tang of spring already in the 
air and the thoughts of sportsmen turning 
to their rods and reels, The Sporting Goods 
Dealer, St. Louis, Mo., is completing plans 
for the sponsoring of the fifth annual “Fish- 
ermen’s Week” which will be observed this 
year from April 23 to 30. As part of the 
program the publication again will award 
valuable trophies for the best entries in the 
annual window display contest which it orig- 
inated and systematically sponsors. he 
contest is open without restriction to every 
retail store in the United States and Canada 
selling fishing tackle. 


French Firms Introduce 
Unusual Mannequins 

Among the new productions of French 
mannequin manufacturers are two figures 
having unusual qualities. Two firms are 
offering fluorescent mannequins for sale, to 
be used in connection with black light com- 
bined with regular illumination. <A_ third 
company has brought out a transparent man- 
nequin having “hair” formed of luminous 


tubing. Various coiffure colors are avail- 
able, depending on the gas used in the 
tubing. 


Henderson Succeeds Terhune 
At Best & Co. 


Fred Henderson has been appointed dis- 
play director of Best & Co., New York City, 
taking the place of Richard Terhune, who 
has resigned. The latter has not made known 
his future plans. Henderson was formerly 
on the interior decorating staff of R. H. 
Macy & Co., and until recently was Ter- 
hune’s assistant at Best’s. His appointment 
as display director was made _ effective 


Thursday, March 3. 
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New Type Male Figures 
For B. Altman & Co. 


B. Altman & Co., New York City, is pre- 
senting in the firm’s Thirty-fourth street 
windows for the first time a new set of male 
mannequins that open up new possibilities 
in men’s clothing displays. These new fig- 
ures were developed and created for Altman 
after much research. The mannequins are 
very masculine looking. The faces, rather 
than attempting to be exact reproductions of 
male features, are impressionistic, but not 
bizarre. 





Howard Stockwell Dies 
After Short Illness 


Howard Page Stockwell, for thirty-three 
years with D. Armstrong & Co., St. Mary’s, 
Ohio, has died after a brief illness. Stock- 
well was at the time of his death 45 years 
old and for the past several years had been 
store and display manager for Armstrong’s, 
He is survived by two sisters and three 
brothers. 
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